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When you Se Shwes aie 

YOU FIT THE (Zxgth3 OF THE FOOT 
YOU FIT THE OF THE FOOT 


but 
2 
} : 

The secret of successful shoe retailing is correct fit. Any number of shoe 

styles will fit the length and width of feet, but there is no line of shoes 

that will fit all of arches. 

That is where Dr. Scholl’s Arch Supports fit into your picture ... they 
enable you to fit arches of all degrees of weaknesses. They enable you to be 
more than a dispenser of shoes. ..they make it possible for you to be more 
“—— and to render a more satisfactory shoe service. 

r. Scholl’s Corrective Foot Appliances may be inserted 
into any brand or type of shoe. They are truly corrective, not 
only to the present state of the foot . . . but can be adjusted 
from time to time as the condition of the arch improves. 

Thus, every Fallen Arch or Weak Foot gives you these added 

advantages: 

1. Dr. Scholl’s Corrective Appliances make for additional sales, higher 
unit sales and Greater Prop 

2. They bring customers in for adjustment . . . increase 
your contact with customers. 

3. They enable you to operate on Smaller Shoe Stock... 
eliminating the necessity of carrying a number of 
styles of so-called corrective shoes. 

4. They make every shoe sale a perfect arch-fit sale. 


5. Easy to fit and adjust to the individual requirements 
of the foot. 























































Arch fully restored to 


its ‘er adjuien Dr. Scholl's Appliances 
make correct ARCH 


a fitting possible! 


With this Arch Fitter Dr. Scholl's 
C : 7 


may ~ 

































THE SCHOLL MFG. CO., Inc. 


Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies 


A nominal invest- 
ment provides a 
stock o 


c 213 West Schiller Street, Chicago 
Meee hiner for 62 West 14th Street, New York 112 Adelaide Street, East, Toronto 
their adjustments. 190 St. John Street, London, E.C. 1 
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VOICE of the 


BR ALPH LEVEY, manager of Po- 
korny’s, New Orleans, La., mourns 
the loss of the big clock that stood 
for years in front of his shoe store. 
A truck demolished the timepiece 
and landmark that had stood at 124 
St. Charles since 1909 and occupied 
a sidewalk position at 812 Canal 
Street for many years before. 





“If the man across the street 
from me would take down those 
iron grilles, he, too, would be de- 
stroying some of the atmosphere 
that makes New Orleans so differ- 
ent from Troy, Toledo, Dallas, or 
any other city. That clock was not 
only a landmark; it was almost our 
trademark for years, when George 
‘Advertising’ Smith used to feature 
it in the old New Orleans State. 

“The clock identified our daily 
ads telling about the timely new 
shoes that had arrived. Pokorny’s 
has been in this location for 77 
years and was founded by grand- 
father, Michael Pokorny.” 

Everybody has noticed those bare 
brass feet set in tile before Pokor- 
ny’s entrance. Mr. Levey says his 
grandfather persuaded a negro man 
with about size 13 feet to stand in 


the sand for him, so that his feet 
could be cast in brass from the re- 
sulting mold. That was in 1880. 
The feet have remained ever since, 
though the original pavement was 
taken up about 20 years ago and 
tile was set around them. There 
are 13 feet, seven right and six left, 
apparently walking toward the 
store. Their point of entry seems 
a bit off-center today because the 
store’s front door has been moved 
since the sidewalk was laid. 


% % *% 


BELIEVE it or not, there were 
only 4,000 tuxedos in use in 1900. 
Today there are over 22,000,000 
dinner jackets and tails, bought 
within the last five years by the men 
of America. That certainly is a 
market distinctive in itself, in foot- 


JUST WHAT | WANT 


Saks Fifth Avenue promotes: “A 
NEW SHOE TO WEAR WITH 
DINNER JACKET OR TAILS... . 
A year ago we originated the dress 
oxford for our ‘made to measure’ 
shop. It was so well liked that by 
special request we have now in- 
cluded it in our ready to wear se- 
lection. It is exactly the same 
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TRADE 


model featuring a dull black ante- 
lope upper that blends unobtru- 
sively with the cloth of the trouser 
leg, leaving the patent leather vamp 
to give the effect of a pump. 
$14.50.” 
* * * 

THE Wausau Daily Record Her- 
ald, Wausau, Wis., in its column 
“Around Town,” by John McErwin, 


says: 





“A certain local shoe dealer will 
examine his shoes before he com- 
plains about non-skid dance floors 
again. 

“One rainy night last week he 
attended a party at Vogl’s Club and 
spent the entire evening explaining 
to his dancing partners that the 
sticky floor was to blame for the 
disconcerting suddenness of his 
stops and starts. 

“When the party was over, the 
shoe-man went to the check room 
for his coat, hat and rubbers. The 
check room girl was able to pro- 
duce only the first two articles. The 
local business man enlisted the aid 
of several friends, who scoured the 
entire building for the missing rub- 
bers. 

“About to give up and charge 
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somebody, ‘who was no gentleman,’ 
for the loss, one of the searchers 
happened to glance at the shoe 
man’s feet. “Why, you’ve got your 
rubbers on,’ he shouted, while the 
group howled with laughter.” 

There’s only one shoe man in 
Wausau who'd be so absent-minded 
as to dance all evening with his 
rubbers on. 


* % * 


EN a syndicated release to some 
350 newspapers, Orry-Kelly, fa- 
mous Hollywood stylist at Warner 
Brothers, said: 

“Hollywood stars are very foot- 
conscious, both in their professional 
and private wardrobes. Kay Fran- 
cis, Loretta Young and Comedienne 
Mabel Todd are three of Holly- 
wood’s most ardent shoe enthusi- 
asts. Kay prefers perfectly plain 
opera pumps such as she wears in 
her current picture, ‘Women Are 
Like That.’ At the moment she is 
partial to reptile leather and makes 
a definite point of matching her 
shoes and bag. She has perhaps 
the largest collection of wearable 
opera pumps in the entire colony. 
These range from the sleek black 
kidskin, through to the patents for 
the afternoon and_ reptiles for 
sports. 

“Loretta Young is one of the first 
to wear the new, extremely high-cut 
sandal which comes well up on the 
calf of the leg. Originally designed 
by Schiaparelli, this model has 
broad ribbon ties which exactly 
match the caramel shade of the kid- 
skin sandals. 


My 








“Mabel Todd is all excited about 
her seven-eyelet oxfords which 
have a simulated quilting treatment 
on the sides of the quarters—to re- 
lieve the height of the shoe. These 
are a deep red color, but she also 
has sport and street oxfords in the 
new tartan colors, to wear with her 
tweeds. Something different in her 
shoe wardrobe is a pair of black 
‘elastic’ leather pumps which are 
built right up to the ankle. 


. 
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WHO KNOWS? 








—tThe late Joseph M. Herman, noted 
shoe magnate of Massachusetts, 
was a man of few words but of 
infinite wisdom. 

—During one of our previous busi- 
ness recessions he received the 
following letter from a retail mer- 
chant: 

—"l am confused about the 
future trend in business. Will 
you let me know what condi- 
tions are going to be for the 
next six months? Enclosed 
find two cent stamp for 
reply.” 

—Referring this letter to his secre- 
tary, Mr. Herman remarked la- 
conically— 

— "For two cents he wants to 
know what | would give a 
hundred thousand dollars to 
know." 


President 





“A few shoe hints worth noting: 
Hosiery must match shoe leather as 
much as possible. Brown is edging 
black out for first place in shoes, 
due to the upswing in popularity of 
red and cross foxes, as against the 
tremendous vogue for silver foxes 
and trimmings last Winter. Any 
monotone dress can be given an air 
of distinction by contrasting it with 
shoes, bag and belt of the same 
leather. Cut steel buckles are such 
an important trim for opera pumps 
that the shops have difficulty meet- 
ing the demand for the new de- 
signs.” 

* * * 
W.. E. KREIDER, W. L. Krei- 
der’s Sons Mfg. Co., Inc., Palmyra, 
Pa., says: 

“With the sudden influx of for- 
eign-made shoes made by child 
labor and underpaid operations; 
and also with a very much too low 
tariff law, we find that it places the 
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American shoe manufacturer in a 
very difficult position to dispose of 
his merchandise at a profit. 

“I understand that Czechoslo- 
vakia, exporting shoes in large 
quantities, has the lowest tariff rate 
on shoes into our country than any 
other country to which they may 
export this merchandise. 

“As the American manufacturer 
today is restricted as to hours of 
labor and the wage scale which our 
American people have to have be- 
cause of a higher standard of living 
that prevails in our country, we 
feel that unless something is done 
to change this situation, it is going 
to work a still greater hardship on 
our employees. We also find that 
Pennsylvania today has a Sate La- 
bor law, restricting the hours of 
work to 44 hours per week. If there 
is any law to be made concerning 
minimum wages and hours today. 
this should be a federal law and not 
a discriminating state law. 

“Protect American standards and 
you preserve a nation and your- 


selves.” 
* * *% 


€. F. HOLTZ, assistant manager 
of the Merit Shoe Company of 
South Bend, Ind., reported to the 
police a new ruse used by thieves 
which involved a tall girl and a 
short one. He said the tall girl en- 
tered the store late in the afternoon 
and asked to see some shoes. The 
short girl, who claimed to be a sis- 
ter of the tall one, entered a few 








minutes later. They lingered over 
a final selection from an assortment 
of numbers. Finally Mr. Holtz’s 
attention was diverted to another 
customer who was in a hurry. 
The girls started to leave, carry- 
ing with them a large shopping bag. 
Mr. Holtz stopped them and re- 
quested, politely, to examine the 
contents of the bag. The tall girl 
snatched a purse and sweater from 
the bag and fled, leaving the bag 
behind. Mr. Holtz discovered two 
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pairs of new shoes belonging to the 
store in the discarded bag. 


* # % 


EYES on shoes—plenty of them— 
were present at “Fashion Futures, 
American Edition,” ‘the fashion 
showing presented by the annual 
Fashion Group, Inc., at the Wal- 
dorf-Astoria. There were 1400 
guests at this gala affair, including 
newspaper women, store buyers and 
merchandising men from cities all 
over the United States. 

One hundred beautiful models 
participated in the showing which 
was dedicated to American Fash- 
ions, and included over three hun- 
dred costumes complete with the 
correct hats and shoes and accesso- 
' ries. Thirteen scenes were pre- 
sented on the main ballroom stage 
and a new X-shaped runway. At 
the apex of the second section of 
the runway was a second stage and 
this arrangement made possible a 
new and startling innovation in the 
manner of presenting a fashion 
show. 

Among shoe _ people present 
were: Evelyn Zinitti, Mabel Win- 
kel, Kate A. Goldstein, Grace Bizet, 
Pauline Morgan, Shirley Robins, 
Elizabeth Adams, Ruth Harrington, 
Eleanor Rutledge, Lillian Cook, 
Charles H. Henkel, Benjamin 
Schwartz, George Laird, Joseph 
Minco, Frank Muller, Dan Palter, 
George Miller, Herman Delman, 
Mr. and Mrs. George H. Mealley, 
Mr, and Mrs. James C. Pape (Rhea 
Nichols), Mr. and Mrs. August J. 
Fries (Ruth Kerr), Mr. and Mrs. 
Everit B. Terhune. 


* * * 


KE. J. FANNING of Oak Park, Illi- 
nois, says: 

“If higher toe lasts would be 
brought back into the style picture, 
there would be fewer complaints on 
short or uncomfortable shoes, not 
to mention the elimination of worn 
or wrinkled toe linings. Toe room 
is one place in the styling of new 
shoes that deserves attention. 

“With the constant changing of 
styles, why doesn’t some one of our 
style leaders give a little thought to 
lasts? This applies to men’s, wom- 
en’s and children’s lasts. It may 
sound rather old-fashioned, just 
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to mention the old bulldog high toe 
lasts of 25 years ago. But here is 
where we should concentrate—on 
the thought of giving the public 
more comfortable shoes.” 





THE LOST CHORD 
Seated one day at the organ 
I was weary and ill at ease, 
For the pangs of metatarsus 
Raced half way to my knees! 


* * * 


I know not what I was playing, 
And how could I hope to know 
When I could not pump a pedal 
Because of a swollen toe! 


* * * 


It may be a sore-toed angel 
Could pump out a great “Amen!” 
But I don’t mind saying frankly 
I wasn’t an angel then! 
J. Epw. Turrt 


FRANK RICE, Rice-O’Neil Shoe 
Company, St. Louis, Mo., says: 
“The National Shoe Manufactur- 


ers Association and the National 
Shoe Retailers Association, joint 
sponsors of the National Shoe Fair. 
have made every effort to provide 
an opportunity for the visiting shoe 
retailers to secure up-to-the-minute 
style information that will be of 
great assistance in purchasing and 
merchandising shoes for the coming 
season. 

“Also, the National Shoe Fair has 
provided a number of educational 
features that should, and no doubt 
will, prove to be a great service to 
the retailer who will take the time 
and trouble to present his problems 
for expert analysis to the authori 
ties who are in attendance at the 
National Shoe Fair for the sole 
purpose of giving counsel and ad- 
vice to the wide-awake retailer who 
is willing and anxious to profit 
from these educational advantages 
which the National Shoe Fair is 
providing. 

“No shoe retailer can afford to 
miss this opportunity. Authorities 
of the highest caliber will discuss 
vital problems of great interest to 
all shoe retailers and it would be 
almost impossible to secure the in- 
formation given by these authorities 
during the Fair, at any other place.” 


6e0o Feuock. 


"Look here, Maw, I'm gettin’ mighty tired wearin’ Junior's 
hand me down shoes.” 








En ee ee 


Below: The wide expanse of display windows in the Cam- 
meyer store are. divided into smaller units for the more 
intimate grouping of merchandise and accessories through 
the use of separate display backgrounds. Designed by 
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Above: The large front of this new store is outstanding in this exclusive 
i shopping district. Its colorful but simple design makes it readily seen 


from all directions. 


NEW CAMMEYER STORE . 


THE new Cammeyer store that was recently opened 
at 448 Fifth Avenue, gives New York something entirely 
different in the way of retail shoe outlets. This new 
store is really a department store of shoes, with six sell- 
ing floors of feminine footwear, each with its own style 
of shoes, its own price range and its own accessory 
department. 

Although not as yet fully completed, the store now 
has three floors open to the public, each beautifully 
designed and finished to carry out the idea of the type 
of footwear carried in each separate departmeni. 

The main floor of this new store resembles the lobby 
of a small but modern hotel rather than a shoe store. 


Shenker Displays. 


at &. a 








The ceiling is higher than ordinary and this, coupled 
with the general design and layout of the room, makes 
the floor seem much larger than it is. Furthering this 
idea of spaciousness is a large mirror at the rear of 
the room, framed at each side by double columns of 
bronze, the whole designed to resemble a large door- 
way leading to another room. 

Fitting chairs are in the form of one long seat on 
each side of the room and also aligned back-to-back 
down the middle of the room. This seating, in keeping 
with the other fixtures and woodwork in the room, is 
of a light shade of natural wood, highly varnished. Up- 
holstery is of leather in a light shade of the rust variety 


Left: The spacious and 
beautiful main floor of 
the Cammeyer store, look- 
ing in from the entrance. 
At the rear can be seen 
the large floor-to-ceiling 
mirror which resembles a 
doorway, seemingly lead- 
ing into another room. 














BSRONE A SOE eA R g tee aie 








Right: Another view of the 
main floor showing the novel 
arrangement down the cen- 
ter of the room in addition 
to those along the walls. The 
center of this seating pro- 
vides an excellent display 
spot for featured footwear 
styles. 


A DEPARTMENT 





STORE 









OF SHOES 


C ammeyer’s New Store Gives New York a D‘fferent 
Type of Shoe Store, with Six Floors Devoted 
to Feminine Footwear Styles 


in keeping with the general color scheme of the room. 

Along both sides of the room are three hand-painted 
murals, six in all, depicting the age-long struggle of 
women to gain and hold beauty. Each mural depicts a 
separate age of civilization taking in the ancient 
Egyptian, Persian, Roman, Japanese, Renaissance and 
modern periods. 

Below each mural is a cutout display niche, illumi- 
nated by hidden lights, providing admirable display 
space in this spacious department. Additional display 
space is provided by similar display units placed in 
advantageous spots throughout the room. All stock is 
concealed in a reserve room, access to which is gained 









Above: The front or custom salon on the second floor of 
this new store is circular in shape and the continuous 
seating follows the wall line around most of the room. 


Right: The Matrix Salon on the second floor is somewhat 
similar in design to the main floor of the store only on 
a smaller scale 


by two leather-covered doors, one on each side of the 
large mirror. 

Accessory counters of the modern display type are 
placed to the left and right of the street entrance. 

The second floor is devoted to the Custom Salon and 
the Matrix Salon, the former with made-to-order shoes 
in a price range of from $13.50 to $20. These two de- 
partments are separated by the elevator entrance mid- 
way on the floor:and the small waiting lounge directly 
before the elevators. 

The Custom Salon is located at the front of the store 
and has four large windows hung with Venetian blinds, 
overlooking Fifth Avenue. The room is circular in 
shape with continuous seats running three-quarters of 
the way around the room next to the wall. Relieving 


{ the monotony of this continuous seating are two square 


display boxes, fronted by fitting mirrors, which are 
[TURN TO PAGE 32, PLEASE] 









ing into another room. 


a 
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Dale Carnegie Featured 


As SHOE FAIR HEADLINER 


JT,’ 
Famous Author and Builder of Personality, _Q)ALE CARNEGIE, who has trained more than 


Who Has Trained More Than 17,000 Business 17,000 business and professional men in the technique 
of handling people, will be a featured speaker at 2 


and Professional Men and Women in the Tech- _\uncheon meeting of manufacturers and retailers, Tues- 

: ary 3 ‘ day noon, January 4, at the National Shoe Fair, Hotel 
nique of Winning Friends and Influencing Stevens, Chicago. He will speak on the subject of 
his famous book, “How to Win Friends and Influence 
People,” of which he has said: “This book wasn’t 
Meeting of Manufacturers and Retailers, Tues- __ written in the usual sense of the word. It grew and 
developed out of the experiences of thousands of adults 
who came under my observations in the classes.” Mr. 
Brilliant Style Revue to Be Another Feature Carnegie’s address will offer a combination of busi- 


ness relations, applied psychology, salesmanship and 
of Remarkable Program Planned for Shoe Men public speaking, as well as means of influencing people, 


People, to Be Featured Speaker at Luncheon 


day, January 4, at Hotel Stevens, Chicago— 


all of which are closely interwoven with the business 
of selling one’s product by selling himself—certain to 
appeal to both retailers and manufacturers. 

Herbert N. Lape, president of the Julian & Kokenge 
Company of Columbus, Ohio, will also be featured on 
.Tuesday’s program. He will discuss business condi- 
tions as related to the shoe industry during the first 
six months of 1938, dwelling on the fundamentals af- 
fecting the manufacturing and retailing of shoes and 
the trend of prices influencing profit possibilities for 
that period. 

Percy S. Straus, president of R. H. Macy & Company, 
New York, is to be the main speaker at the luncheon 
to be held on Monday, the opening day of the Fair, at 
the Stevens Hotel in Chicago, January 3, 4, 5, and 6, 
1938. 

The Sales Planning-Sales Promotion Clinic will be 
led for the third time by Michael Murray, sales pro- 
motion manager of Krupp & Tuffly, Inc., Houston, 
Texas. He will be assisted by other recognized au- 
thorities on selling and planning promotions. 

“The Hall of Ideas,” on the third floor of the Stevens 
Hotel, will house all educational exhibits and consultant 
groups. A new feature to be introduced will be fifty 
“Idea Albums” containing the nation’s finest advertis- 
ing and direct mail ideas from leading shoe stores and 
department stores. These albums will be available for 


a 
i 
i 
: 





DALE CARNEGIE 











Right: Ihe Matrix Salon on the second floor is somewhat 
similar in design to the main floor of the store only on 
a smatter scale. __ 
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HILDEGARDE FILLMORE 


Commentator, Women’s Shoe Division of Style Revue 


study in the “Hall of Ideas” where merchants will have 
an opportunity to obtain a wealth of valuable material 
on all phases of selling and promotion. 

The Window Contest entries will also be on display 
in this section of the hotel. The number of contestants 
already entered indicates that shoe men will have an 
opportunity seldom afforded them of seeing display 
ideas and window techniques with selling appeal, de- 
veloped by some of the country’s cleverest window dis- 
play managers. 

An important constructive feature of the Fair will be 
a six months’ sales promotion calendar, worked out and 
created by Michael Murphy and other leading promo- 
tion men, who have contributed much time and thought 
to this plan. The complete six months’ calendar, with 
its day by day schedule of activity will be distributed 
free of charge to every merchant requesting it. Regis- 
tration will be necessary at the Sales Planning-Sales 
Promotion Clinic. 

Hildegarde Fillmore, style and beauty editor of Mc- 


Call’s Magazine, is to be Style Commentator for the 
Style Revue of the Fair to be held on January 4. Be- 
cause of her thorough knowledge of shoes and of 
women’s demands in footwear, Miss Fillmore, whose 
editorial articles are well-known to the shoe trade, is 
in an excellent position to make style comments. 

John Reilly, men’s fashion editor of Boot AnD SHOE 
RECORDER, will speak on men’s fashions at the Fair. 
The complete program, which has not yet been released, 
will be published in a later issue of the RECORDER. 

The Store Management and Expense Control Clinic, 
another educational feature of much interest to those 
engaged in the operation of retail shoe stores and de- 
partments, will be under the direction of members of 
the faculty of the School of Commerce, Northwestern 
University, Chicago. This service, including consulta- 
tions by appointment, on retail problems, will be free 
to shoe men attending the Fair. Expert advice on in- 
dividual problems will thus be made available to mer- 
chants. 








Page 18 








SHALL we sell shoes “on terms”? 

Foolish as such a question may seem, the recent 
attempts to stimulate sales by advertising “ninety-day- 
charge-accounts” call for a “show-down”. Individual 
shoe merchants everywhere are facing the question. 
The almost unanimous rejection of the idea is convinc- 
ing evidence of the sound judgment of the majority of 
our business men. Some, however, have made this 
move and, although individual decisions are always 
necessary, CONCERTED action is essential to offset 
the danger to the general business structure. In Los 
Angeles, such concerted action already has been taken 
by the Retail Merchants’ Credit Association under the 
direction of J. A. Gross. 

Let us review the local situation. Here is a Credit 
Association founded twenty-nine years ago and listing 
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RETAIL 
CREDIT... 


One of the newspaper advertise- 
ments run by the R. M. C. A. 
in advertising its campaign to 
the public. The ad is directed 
toward educating consumers to 
the advantages of dealing with 
reliable. merchants. 


GEORGE W. S. REED 
President 
Westamerica Company 
Los Angeles, Calif. 


among its membership the foremost merchants, bank- 
ing and professional interests of the city, including, of 
course, the leading shoe merchants. With its affairs 
directed by a board made up of the owners and execu- 
tives of major members, the Association has become a 
definite force in the city’s business affairs. Not content 
with merely supplying credit information to its mem- 
bers, the Association has introduced into requirements 
for membership, general merchandising rules and regu- 
lations, adherence to which has established a high 
standard of general business practice in the community. 
The operations of the Association are based upon these 
precepts: 

(1) Credit is a normal, legitimate part of our present 
economic structure. 

(2) Credit is intended, not to give a man an oppor- 
tunity to secure that for which he cannot pay, but to 
enable him to pay at a more convenient time, for what 


he can well afford to buy. 
(3) The competitive advertising of unduly extended 
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An Asset 


or a Liability ? 


I: All Depends on How It’s Handled, But 
the Experience of Los Angeles, where Mer- 
chants Co-operate in Solving Their Credit 
Problems Through the Retail Merchants 
Credit Association, Proves a Sound Stim- 
ulus Can Be Given to Shoe Business through 
a Carefully Administered Charge Account 
System. 


credit leads to a weakening of the entire credit structure. 

(4) Credit is a relationship of trust. The willingness 
of merchants to accept credit is based upon confidence in 
the customer’s desire AND ability to pay. Such confidence 
cannot be based upon mere optimism, but must be backed 
by facts and antecedent history of the customer. 

This year the RMCA directors felt the need for ac- 
tion in a situation of growing importance. Recent 
years have witnessed the growth in Los Angeles of a 
great many so-called “credit houses” selling apparel 
“from shoes to hats” for men, women and children. 
These firms are not members of the Retail Merchants’ 
Credit Association of Los Angeles. The practice of 
selling complete wardrobes on terms met with ready 
response among certain groups of buyers, and deflected 
some of the territory’s business into these stores. This 
resulted in the advertising of “ninety-day-charge- 
accounts” by a few merchants not yet considered in 
the “credit house” class. To meet this double threat of 
a destructive credit competition situation, the RMCA 
directors decided upon an extensive advertising cam- 
paign to stabilize the local credit and merchandising 
picture. The objectives of the campaign were: 

(1) To establish in the minds of the sound middle class 
of buyers the use of credit as a desirable, normal, daily 
action—as a standard measure of individual financial and 


social standing. 

(2) To identify the RESPONSIBLE merchants of Los 
Angeles with PROPER credit practices. 

(3) To encourage the practice of buying on a monthly 
charge account. 

(4) To create a wider general recognition of the value 
of maintaining credit on a sound basis by the prompt 
meeting of all obligations. 

[TURN TO PAGE 32, PLEASE] 
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Letter sent to all R. M. C. A. members in 
connection with an advertising campaign 
to improve the retail credit structure of 
Los Angeles. The booklet illustrated, 
above, contains hints for making credit 
practice both desirable and profitable, as 
well as announcements of dealer material 
on various phases of the subject. 


OF the many retail shoe stores in Los Angeles which 
are members of the RMCA, three were queried as to 
how this voluntary association of credit people affected 
their business :— 

Al Gude: “Credit business can be an asset or a lia- 
bility. With us, credit is a distinct asset with Losses 
down to a minimum.” 

J. J. Cheevers, Hanan & Son: “In a city like Los 
Angeles where there are so many people coming and 
going, many of them with so-called big names, it would 
be an expensive proposition to establish the credit of 
each individual promptly. With the RMCA, it is pos- 
sible to get a complete history on a prospective patron 
in five minutes. Then we know whether the big names 
are good pay names.” 

W. K. Bartlett, Credit Manager, Wetherby-Kayser 
Stores: “I have been credit manager here since 1914. 
With conditions as they are now with the RMCA in 
operation, there is no competition for credits in the 
shoe business in Los Angeles. No customer can say, 
“If you do not want my account I will go to —— or 
to so-and-so’s store.” It is certain that if we do 
not want this patron’s business, no other shoe store in 
town will want it. In my job as credit manager, I have 
been on the Board of Managers, was President of the 
RMCA, and have been all over the country attending 
credit associations. There is only one other city in 
the country (Minneapolis) that gets as good results as 
we do here. Ten years ago Los Angeles was the poorest 
credit town in the country, now it is topped only by 
Minneapolis. We run around ten to fifteen per cent 
higher credit collections than the average. This is not 
due to our having a strict credit association, but because 
of the original principle involved at the start,—that we 
have no competition in credits. All stores are combin- 
ing in telling the public that their bills must be paid 
promptly.” 
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in the mimitable manner 
Here are two attractive 

ads in which a consid- 
erable number of shoes 
are shown to good ad- 
vantage. The other ads 
show attractive arrange- 
ments using a much 
smaller number. Either 
plan can be effective, 

and it oll depends. 


that has maintained style 


leadership for 68 years. 


LOOKING over the current shoe ads appearing in 
newspapers of various cities, one gathers the impression 
that advertising is being used this month primarily to 
perform two functions, namely, to reduce inventories 
and to stimulate the sale of holiday gift accessories. 
Such words as “Clearance,” “Reduced” and “Special 
Event” occur in many captions. Retailers, apparently, 
are turning on the advertising heat to get their stocks 
in a condition that will make them “open to buy” by 
the first of the year. 

Even the finer grades of high fashion shoes are on 
clearance on Fifth Avenue, New York; for example, 
Saks Fifth Avenue announces a special event, for a 
limited time only, in which their registered “Valkyries,” 
consisting of walled last designs in various colors and 
materials, and usually priced at $15.75 to $18.50, are 
offered at $10.85. “Valkyries have established a new 
trend in shoe styling and comfort,” said the ad. “Be- 
cause we will continue to design more and more shoes 
on their remarkable walled lasts, we are holding this 
event to acquaint even more women with the quality, 
workmanship and fit which have made these shoes 
internationally famous. Heel heights, high, medium, 
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STIMULATE SHOE SALES | 
BY DECEMBER ADVERTISING 


Shoe Stores Resort to Various Resources in Their Copy 


Appeal to Attain Objective of Reduced Inventories 


leather and low; colors, black, brown, blue, green, 
gray, wine, silver or gold; materials, suede, reptile, 
kidskin, ostrich, gabardine and patent.” 

“In time to ease the strain of Christmas shopping,” 
is the persuasive argument used by Arnold Constable 
to explain the marked reductions they are announcing 
on some of their orthopedic lines. And the ad sug- 
gests: “You'll be wise to stock up with several pairs 
because you know that each pair represents a real sav- 
ing and blessed comfort on your shopping tours.” 
Macy makes this same appeal of Christmas shopping 
comfort in an ad featuring their special Rugby line of 
comfortable walking shoes at $5.98. “Of course, the 
spirit is willing,” says this store, “but please remember 
the flesh is weak, particularly the feet. Make Macy’s 
Shoe Center on the Fifth Floor your first stop on your 
first Christmas tour of Macy’s, and pick up a pair of 
Rugbys. They’re the sensation of the decade—hand 
turned angels of shoes, soft as butter, flexible as your 
own feet. They make walking more like sailing! In 
calf and in bucko, in black, brown, blue, wine and 
white.” 
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And there’s a hint that any retail shoe store may 
well apply to its own December promotion. Why not 
advertise some comfort or corrective line of shoes as 
just the thing for Christmas shopping and use this 
argument, not only to stimulate sales of shoes in De- 
cember, but also to get the customers into shoe stores 
and then sell them some of your attractive gift acces- 
sories. Coach the salespeople to suggest hosiery and 
slippers, tactfully pointing out their suitability for 
gift uses, as well as for the customer’s own needs. 

Of course, the papers are filled with Christmas ads, 
some of them using big space, as, for example, Rike’s 
of Dayton, Ohio, who devoted a full page to slippers 
as the appropriate gift for every Christmas stocking 
and took occasion at the same time to build a broader 
acceptance for the store’s lines of shoes. “Rike’s gift 
slippers,” said this advertisement, “are as fine in their 
- way as are Rike’s shoes. Heavy fabrics, good feathers 
and furs, well-cut leathers, neat workmanship are part 
of our standard of quality. We’ve considered the taste 
of every man, woman and child on your list, with 
slippers ranging from simple classics to the most glam- 
orous hostess fashions. Tuck a pair into everyone’s 
Christmas stocking.” 

But there are other things to be done with retail shoe 
advertising in December, in addition to the promotion 


ne expres- 
sions of affection. They are the one gift all 
members of a family énjoy giving each other. 
From’ a little boy to his grandmother. From an 
uncle to his deb niece. These new slippers are 
completely enchanting. Gone is the practical 
appeal of the humble bedroom slipper. (We do 
have them if your elderly aunt in Maine or Ver- 
mont clings to « familiar style.) These styles of 
today are just as comfortable—but their first 
mission in life is to compliment the woman who 
) wears them. They reflect her exquisite taste in 
dress, her charming mode of living leisurely. 
Slippers are more welcome than ever, and these 
will be treasured as sentimental reminders of you! 











POR THE WOMAN YOU LOVE BEST—this gorgeous 
dream of o house cost sipped down the front. Glamourous 
raven satin with lee embroidered davign 
scamered oil ever lie rose petals. Dusny,oqes. 16.98 
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Glamorous Evening Hosiery 
We suggest “EVENGLO“—a 
McCallum Satinskin chiffon 
with sandal sole. 


#) ihe pair 


AT OLIVE +) 








422 WEST SEVENTH 





of clearance sales and holiday merchandise. For ex- 
ample, the promotion of formal footwear, now coming 
into the height of its season and popularity and offer- 
ing profit possibilities that make these specialties 
worthy of every store’s best selling efforts this month 
and next. We show some ads of this class and others 
are appearing daily in almost every important retailing 
community the country over. 


*SIFOR the Women You Love” was the caption of a 
seven-column wide advertisement of full page depth 
which Bloomingdale’s carried in last Sunday’s New 
York papers, illustrating 13 gay and attractive styles in 
women’s boudoir slippers. “Slippers are traditionally 
lovely expressions of affection, this advertisement 
pointed out. They are the one gift all members of a 
family enjoy giving each other. From a little boy to 
his grandmother. From an uncle to his deb niece. 
These new slippers are completely enchanting. Gone is 
the practical appeal of the humble bedroom slipper. 
‘We do have them if your elderly aunt in Maine or 
Vermont clings to a familiar style.) These styles of 
today are just as comfortable—but their first mission 
in life is to compliment the woman who wears them. 
They reflect her exquisite taste in dress, her charming 

[TURN TO PAGE 31, PLEASE] 
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The Editors Outlook 


More Important Than Price for Spriug 


THIS business of style—where is it leading us to? 
Not so long, long ago, all the shoe noses—if you get 
what I mean—were pressed against the windows of 
Fifth Avenue stores, to see what was selling in the 
“upper classes.” Follow the leader was a great game 
in styling. The leaders had great prestige because they 
battled in the field of distinction—knowing full well 
it took a season for the rest of the country to catch up 
with them. 

Now, with the speed of manufacture and the speed 
of merchandising, the advantage. of leadership is mea- 
sured in weeks. All the world has been brought up to 
date in style. The stream-lined automobile is the first 
emblem of an appreciation of the masses of line and 
beauty. 

I had occasion recently to go into a silver shop, 
where a cunning salesman flattered me no end. He 
said: “Here are six cups that we have designed, one of 
which is to be made our permanent model. We are 
asking our customers for their opinion as to which is 
the best proportion in line of beauty.” I made my 
choice and the salesman waxed eloquent: “That’s the 
one. No doubt about it. Practically all of our cus- 
tomers make that selection.” 

He certainly was a flattering bloke and I am cynical 
enough to believe that he tells that to all the customers. 
But fundamentally, there is something in the univer- 
sality of the appreciation of good proportion and good 
line. Good taste is sweeping the country. Many a mail 
order and bulk house has found it out to its sorrow that 
the gingerbread period is past. 

Well, if an appreciation of style and line is so uni- 
versal, what does it mean in shoes? Merely this. Good 
style and line, color and taste, a score of years ago, 
came out of a few very important shoe factories and 
shops. The artist lived for his art and found compen- 
sation in the appreciation by the elite. Then was 
coined the old phrase by a grand old shoeman: “If 
you make for classes, you live with the masses. If you 
make for the masses, you live with the classes.” 

Twenty years passed by with the roll of time and 
what are the new sources of style? Mostly in the hands 
of artists employed by styling houses and pull-over 
shops. For the pull-over is a model in three dimensions 
. .. a long step ahead of the flat sketch. 

What is the present method of style procedure? A 
merchant or a manufacturer looks over a collection of 
pull-overs, picks the hot numbers. He pays but a pit- 
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tance for the pull-over—for a mere $15.00 idea has 
been translated into a shoe that sold 1,600,000 pairs. 
So the total styling expense for that great volume of 
shoes was $15.00—believe it or not. When all the 
pull-overs have been sorted and sifted, there is even a 


residue market, for we know of an English sale of a 


batch of a hundred at five shillings . . . dumpage as it 
were. 

Almost every factory and every material house buys 
pull-overs, some by the dozen and others by the very 
carefully selected unit. The real art of arts is picking 
the right pull-over for the right period, ‘n the pageant 
of style. 

Formerly it was so easy for the shoe nose pressed 
against the window pane was followed up by the pur- 
chase of a pair of shoes at retail and the process of 
copying went down the line. But honorable concerns, 
in time, began to feel some pricks of conscience in 
appropriating the styles of others. 

So, today, the prime source of styling is the pull- 
over and it is pretty inexpensive, after all—for the 
miracle is the fact that within a little area the size of 
a sidewalk brick, so many thousands and thousands of 
patterns can be created, each one with its little differ- 
ence. (Aside: Some one of these days, when individu- 
ality comes into automobiles, we recommend to the 
pull-over profession the opportunity of showing the 
locomotion industry what it can do in individualizing 
the automobile on an area a thousand times greater 
than the little shoe itself. For the shapes, in a way, are 
similar—a forepart and quarter—one with wheels and 
one without.) 

But now back to my theme. We are stepping into 
the year 1938 with a diversity of patterns and there- 
fore, a diversity of materials and colors is inevitable. 
The appetite of the American public must be tickled 
into buying more things than can be worn out. 

The nose of the public is pressed against the window 
of all shoe stores everywhere for something new and 
something that can be talked about, for ankles are be- 
coming more important. We can make 1938 a great 
ankle year. Refreshment of style should be month by 
month rather than season by season, for that is the 
one thing that will revive the alert merchant. It is even 
more important than price. 
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GOODYEAR 


@ Shoes equipped with either of 
these tough, long-wearing Goodyear 
Heels have that “added something” 
which often makes all the difference 
between just sales—and volume. 


GOODYEAR . Customers like the handsome, part-of-the- 


fic. <i shoe appearance of the Goodyear Custom 
WI NG F O07 aah XN and the Goodyear Wingfoot — no visible 
ne nail holes. 


HEEL on And they accept the great name, Goodyear, 
oe as an outward sign of built-in value. 


Manufacturers pay more for these fine 
Goodyear Heels—and use more of them than 
of all other blind-nailing heels combined. 


Why? Simply because these heels help you 
sell shoes! 


THE GREATEST . IN RUBBER 


~ 


TTT 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 
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hollywood 


footnotes 


Mae West’s Five-Inch Boost . .. Old-Fashioned 
Congress Gaiters a New Fashion? . . . Joan 
Crawford’s Pet Aversion . . . Ray Bolger’s 
Powdered Shoes . . . Rattlesnake Sandals... 
Shirley Ross Cherry Sandals . . . Robert 
Benchley Wears His Shoes . . . Myrna Loy’s 
“Mad Money Bag” . . . Stepping Into Gail 
Patrick’s Shoes . . . Loretta Young Takes a 
Hint from the Prizefighters ... Anita Louise’s 


Mechanical “Shoe-breaker-inner” . . . Alice 
Faye Will Dance in Satin . . . Kay Francis’s 
Domestic Mexican Sandals . . . Dorothy La- 


mour’s Matching Shoes and Evening Bag... 
Universal’s “Foot-Pickling” Idea. 


oo by hr. t. 


@NE never sees the Mae West feet in a picture. Even 
though most of her movie stories have a 1900 timing, 
when skirts were long, feet never show . . . reason... 
in order to increase her height as much as possible, 
Miss West wears heels that are a full three inches in 
height. In addition, she wears a two-inch cork inside 
heel riser, so that in all, her heel elevations boost her 
up some five inches. All her shoes are custom made. 


* * * 


W. S. Van Dyke has only one pair of laced shoes. 
The M-G-M director prefers the old-fashioned congress 
gaiters, “which are so much more comfortable,” he 
says. He keeps some 15 pairs of wearable shoes with 
elastic sides in his wardrobe at all times. 


* * * 


Cold brine, by the tubful, is being used these days 
by 24 dancing girls at Universal studios, both to cool 
and to toughen their feet. The brine toughening idea 
was furnished them by Carl Randall, dance director 
at the studio, who is teaching the girls the intricate and 
acrobatic routines they will perform in support of 
Alice Faye in Universal’s musical comedy “You're a 
Sweetheart.” “It’s an old-time prizefighter’s trick,” 
Randall declared. “The boxers ‘pickled’ their hands 
in tough brine, to make the skin tougher during the 
bare-fist bouts under the old London prize ring rules.” 


* * * 
Here’s a new one. Ray Bolger’s make-up man went 


to work on the dancer’s shoes with a powder puff. 
Shoes were so highly polished that they kicked back a 
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A tub of iced brine is used by Universal Studio to toughen 
the feet of dancers who must perform intricate steps in 
Alice Faye’s new picture, “You’re a Sweetheart.” The cus- 
tom is said to be a well-known method of prizefighters to 
toughen their hands before going into the ring. 


light into the cameras while filming one of the 
comedian’s “Rosalie” dances. 


* * * 


In one scene for Paramount’s “Night Club Scandal” 
Louise Campbell wore a pair of sandals made from 
the skin of a rattlesnake she killed at Lake Arrowhead 
while on location a few weeks ago. 


* * * 


The shorter evening gowns, popular in Hollywood 
for dancing, are bringing shoe styles more and more 
into evidence. In “Blossoms on Broadway,” a B. P. 
Schulberg production for Paramount, Shirley Ross 
wears a cherry taffeta ballerina gown. Her shoes are 
wide-strapped sandals of cherry satin, combined with 
gold kidskin and one of the straps completely en- 
circles her ankle before it slips into a rhinestone 
buckle. 

* * * 

Robert Benchley has worn the same pair of shoes 
in five short subjects and two major productions. 
Somebody should tell him about changing his shoes 
every other day. 
; * * * 

Myrna Loy is among the first to carry the new “Mad 
Money Purse.” It is a minute pocketbook of gold kid- 
skin more like a coin purse, from which it gets its 
name. Miss Loy is having them made in silver kid- 
skin, brocades and many of the more elaborate fabrics. 
Sometimes she carries one as her only evening bag, 
or she may-enclose it in a smart evening bag to carry 
her change in. 

[TURN TO PAGE 29, PLEASE} 
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The Foot Pleads Its Own Cause 


My efforts to 
Iped each in- 























being Pinched and Pressed 


of ome strong a t 
real service to my master. 8 and enjoy life and thus be 
THE BOSTON EVENING TRA} (Signed) The Foor 





Fine sole leather does much to keep feet healthy, become strong, function properly, and be 
of real service. Dealers will profit—and customers benefit—by maintaining sales policies 
which recognize that fact. 


The plea of the foot is not without reason. Many factors contribute to 
foot troubles. Many other factors combine to aid in their prevention and cor- 
rection. Since shoe retailing is a business of service, dealers take interest in 
offering foot-health suggestions. Every effort of this kind, in our opinion, 
advances the industry as a whole. Nature needs help to make feet of real 
service. In making feet more serviceable She makes more shoes salable. 


KISTLER “BENCH BRAND’ SOLE LEATHER 


is a safguard to the feet. No burning, no drawing, no discomfort due to this 

sole leather. It has met the requirements of millions with satisfaction. It flexes 

easily with foot action. Its firmness assures a foundation to carry the body 

weighi comfortably. Close fibre and fine grain indicate the acme of quality 

and top multiple merits with outstanding moisture resistance. Remember— 

cae and Leather go together,” notably Kistler “BENCH BRAND” Sole 
ather. 


THIS CHART REPRESENTS A 
SIDE OF LEATHER. THE PART 
USED FOF KISTLER “BENCH 
BRAND" SOLES IS ABOUT 13% 
D OF THE WHOLE SIDE. 
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PERSONAL 





J. R. HATCH 


A MANAGER of a leased men’s shoe department in 
a clothing store is necessarily restricted in what he can 
do in the way of developing business. True, he has a 
voice in the style and size selection, while his ideas on 
store displays and local advertising are limited by the 
policy of his own organization and that of the store 
with which he is associated. So the personality of the 
shoe department manager is put to a constant test. In 
the final analysis, the only way a man can make his 
department stand out is by his personal attitude, both 
in the store and outside of it. 

Assume he has a complete stock of well-advertised 
shoes in a well-located, good clothing store in a good 
town. This connection assures him of good window 
displays and a reasonable amount of newspaper shoe 
copy. Now the number one question for him to con- 
sider is how he can best develop this business. Pri- 
marily, it is the personality of the manager that causes 
pretty tunes to be played on the cash register. 

Those of us holding jobs similar to mine must be 
good mixers, for on us rests the responsibility of main- 
taining the good will of all our store associates. We 
must be well and favorably known among the other 
retail shoe men in town and must be in a position to 
meet men in social and civic life outside the store. 

Obviously, men must first be sold right in the store 
on the fitting and wearing qualities of our shoes. A 
pair of good-looking shoes on the feet of a pleased 
clothing salesman will be the means of sending many 
extra customers to the shoe department. Keeping on 
good terms with the other boys in the store will do 
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CONTACTS BIG HELP 
TO MANAGER OF 
MEN’S DEPARTMENT 


Meeting Men in Social and Civic Activities 
Important Factor in Building Clientele—Shoe Man 
Should Be a Good Host but Not Too Intimate in 
His Relations with Customers—Helpful to Keep 
Posted on Sports and Other Masculine Interests. 


by J. BR. HATCH 


Manager Nunn-Bush Shoe Department 
Harris & Frank Clothing Store 
Los Angeles, Calif. 


far more than just giving them the usual two bits for 
sending trade to the shoe department. 

The personality angle is most important in the test 
of our contacts with all the other retail shoe men in 
the city, regardless of whether they carry men’s shoes 
or not. Plenty of customers are sent from one store 
to another for good legitimate reasons, so it is only 
natural to send people to stores where a friendly rela- 
tionship exists. 

In our relationships with patrons, we just try to be 
good hosts, plenty friendly but not too intimate. Patrons 
immediately sense sincerity on the part of those serv- 
ing them, so we must try to make the customer feel 
we are solely interested in giving him a shoe which 
will best suit his needs in every particular. 


MOST men like to concentrate in solving their shoe 
problems, so needless conversation distracts from the 
object of their visit. That does not mean that we do 
not make a serious effort to keep posted on all mascu- 
line current subjects. It does mean that if a man 
broaches some subject, the conversation is carried on, 
but not to the point of delivering a monologue. 

Men also like to buy in a place that is busy and busi- 
ness like. Activity breeds more activity. Where the 
manager is popular with his trade, he will also be 
popular with his store associates. 

’ A reasonable number of civic, fraternal or church 
activities will broaden one’s acquaintanceship, to 
say nothing of putting a man in a better position to 

[TURN TO PAGE 32, PLEASE] 
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STRENGTH 
SECURITY 
ECONOMY 







UNISHANK 





BREASTLOCK 
HEEL 








UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. . 















Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 






UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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STICK TO TRUTH IN SELLING 


A Significant Decision of the United States Supreme Court 


Emphasizes the Fact That Misleading Statements Are No 


Longer to Be Excused or Glossed Over as Advertising License 


*°THE fact that a false statement may 
be obviously false to those who are 
trained and experienced does not 
change its character, nor take away its 
power to deceive others less experi- 
enced. No duty rests upon a citizen to 
suspect the honesty of those with whom 
he transacts business. Laws are made to 
protect the trusting as well as the 
suspicious. The best element of busi- 
ness has long since decided that 
honesty should govern competitive 
enterprises, and that the rule of caveat 
emptor should not be relied upon to 
rule fraud and deception.” 

Thus held the United States Su- 
preme Court in a recent decision con- 
firming a cease and desist order which 
was sought by the Federal Trade Com- 
mission against a concern which 
represented in its advertising that it 
was giving encyclopedias to pur- 
chasers of its publications as gifts, and 
that they paid only for loose leaf sup- 
plements. Advertising Age, in com- 
menting on this decision, says it “ap- 
parently means that advertisers will 
be forced to more rigid adherence to 
facts than ever before.” 

While few retail merchants are 
guilty of such flagrant abuse of truth 
in advertising, a hard selling season 
-——and especially a clearance sale 
period that taxes efforts to the utmost, 
is likely to tempt some to weaken and 
take a nose dive back into the slough 
of superlatives that engulfed the repu- 
tations of too many firms within the 
past few years. The line between fact 
and fancy must be drawn very defi- 
nitely, and every precaution must be 
taken to maintain strict accuracy. 

A serious effort is being made in 
numerous cities to establish definitely 
“understandable and reliable con- 
sumer terminology for sale and mark- 
down copy.” Kansas City’s Better 


by R. E. ANDRUSS 


Business Bureau is using a campaign 
to overcome exaggerated price com- 
parisons. Misuse of the word “former” 








Free speech is often 
costly in business, so in 
our advertising we are 
séldom free with either 
our adjectives or our en- 
thusiasm, 

We'd rather understate 
facts, knowing that exag- 
geration is the father of 
incredibility. 

Our job is to describe. 
We prefer to leave the 
praising of our merchan- 
dise to those who buy it 
and enjoy it. 


ROGERS PEET 
COMPANY 


Ave. at 41st Se, 

NEW Broadway at 35th St, 
YORK < Broadway at 13th St 
STORES | B’way at Warren St. 
‘B’way at. Liberty St, 


BOSTON: 104 Tremont St 
at Bromfeld S? 





—“Hat $2.98—former value $7”°— 
when applied to last year’s models, is 
considered far from ethical. The previ- 


_ ous price quoted should be the last at 


which the hats were sold. 

New Orleans offers constructive sug- 
gestions regarding comparative prices: 

If the words “former price” or 
“formerly” are used, they must 
describe the last price in effect in the 
advertiser’s store immediately before 
the sale. 

The terms “originally” and “orgi- 
nally priced” describe the first price 
at which the merchandise was offered 
in the advertiser’s store during the 
current season. Comparative prices 
may be used to describe an article 
which is claimed to have an intrinsic 
value in excess of the selling price, 
but advertisers must be able to prove 
that the same or similar articles were 
priced at other stores on the day prior 
to his sale at a figure approximating 
the advertiser’s quoted price ($3 value 
at $2). 

When the “regular price” is men- 
tioned in advertising a sale price, the 
advertiser must mean the price at 
which the goods sold prior to the 
present sale, and to which he will re- 
vert at the completion of the sale. In 
cases where the words “up to” are 
used, or when “$25 to $35 suits” are 
advertised “for $12.50”—at least 15 
per cent of the total lot of merchandise 
included in the sale must be of the 
maximum figure quoted. 

Such a declaration of control for 
sale prices can well guide any mer- 
chant. 

In Pittsburgh the Better Business 
Bureau enforces its rules by publicity, 
suspension of advertising privileges, 
and criminal prosecution for persis- 
tent violators. The purpose is to in- 

[TURN TO PAGE 33, PLEASE} 
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Hollywood Footnotes 
[CONTINUED FROM PAGE 24] 


Lee Patrick stepped into Gail Patrick’s shoes the 
other day and vice versa. 

Brought from the New York stage to play in “Stage 
Door,” opposite Katherine Hepburn and Ginger Rogers, 
the réle she portrayed on Broadway, Miss Lee Patrick 
finally ended up in the cast of “Music for Madame” 
opposite Nino Martini and Joan Fontaine. 


Meanwhile, Gail Patrick was awarded an important : S M A R T LY TA I L O R E D 
ein "Stage Dos” | WOMEN’S FINE WELTS 


When a pair of slippers Lee was to wear in a scene 





of the musical picture were deemed unsatisfactory, The Spring Season's Line of youthful 
another pair was requested from the RKO wardrobe 





Drew Arch-Rest reflect the many 
department. } 


The studio shoes fitted perfectly. While lounging in 
a chair on the set, Lee happened to see the name “Gail 


| years of experience in making finely 
| tailored women’s corrective - type 
| 
Patrick” written in ink on the sole of one. | shoes. 
| 


The slippers were worn by Gail in “Stage Door.” sade , 
: Drew craftsmen are precise in their 


3 = * | workmanship .-. . Drew Arch Rest 

After Loretta Young narrowly avoided a dangerous | Welts for Spring will demonstrate to 
fall down a stairway at 20th Century-Fox where she is | you how perfect a shoe for women 
making “Second Honeymoon” with Tyrone Power, | can be .. . For the Drew management 


studio technicians brought a board covered with resin | are exacting in their quality demands 
on the set. Small chance now of slipping down the 


‘ because a name famous for quality 
two-story stairway as Miss Young resins her shoes 


; ; : and perfection-in-fitting must be up- 
in the same fashion as a prizefighter. P 8 P 









held. 
* * * 
Anita Louise. Warner Bros. player, has a clever ma- THE GRACE 
: ‘ A youthful expression of 
chine to break in new shoes for her. Two feet, exactly pring 
" ‘ ‘ Style 7792 . . . Black Gabar- 
the size of Anita’s “walk” the shoes until they are dine, Blue Patent trim, Cuban 
heel. 
comfortable to wear. 
Style 7822 . . . Black Garba- 
* * dine, Black Patent trim, Cuban 


heel. IN STOCK January Ist. 

Newest evening footgear shows signs of reviving that 
old stand-by—satin. Alice Faye’s latest purchase in 
dancing sandals combines white satin and white suede 
to be worn with a white chiffon gown that is girdled 
with a wide gold kidskin belt. The sandals are “wrap 
around” design, with the edges piped in gold kidskin 
to match the gold girdle of the dress. 

















Retailing at 
$6.95 to $7.50 
With liberal mark-up 


and liberal coopera- 
tive advertising 


% * * 







Kay Francis, who always used to wear tennis shoes 
on the set when her feet were not showing in the pic- 
ture, now wears the Mexican sandals which are made 





in this country. 
* * * 


Dorothy Lamour, now in Paramount’s “Big Broad- - os 


cast of 1938,” has a new black and gold evening gown. ee 

The skirt is very full and circular, with wide stripes of | RV | N G 1) 14 Ek W 
gold metal cloth and black velvet alternating. Gold : 
kid sandals with straps which wind around the ankles Cor J VOLGMLON ? 
match an envelope evening bag of the same gold PORTSMOUTH, OHIO 
leather. 
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A CHICAGO SHOE SHOP OF 1840 

















CHICAGO’S ultra-modern shoe salons, exclusive 
men’s, women’s and children’s shops, and stores with 
shelves stocked to fit entire families—even entire com- 
munities—are a far cry from the old-fashioned shoe 
shop of the 1840s. 

Shown in the accompanying picture is an exact, true- 
to-life replica of a typical shoe and leather shop of 
early Chicago. This is part of a display of old-time 
stores at the Chicago Historical Society. 

A horseshoe is nailed over the door of this early 
metropolitan boot and shoe shop. Inside, a cobbler is 
busy completing a pair of boots. His tools are con- 
veniently arranged against the walls and on a wooden 
holder stretched across the window. A small sewing 
machine and oil lamp with reflector are nearby. On the 
shelves are shoe trees, shoe lasts, partially completed 
shoes, boots and boot jacks. 

Above the small stove and wood box are saddle bags 
hung on pegs against the wall. This old-time shop also 
employed a saddler, who worked seated on the “horse” 
with leather clamped into the wooden vise. 

The shoe maker of the period preceding 1840 did 
not wait in his shop for trade to come to him. Popu- 
lation was small, scattered, and roads were hard to 
travel. So, early cobblers journeyed from house to 
house. His simple tool kit offered no great burden and 
could be carried on his shoulder as he walked from 


Shoemaker’s Establishment of Those Days Was 
a Far Cry from the Ultra Modern Footwear 
Salons That Abound Today in the Exclusive 
Shopping District of the Famous Loop—Early 
Shoe Shop Recreated by Chicago Historical 
Society in Exhibit of Old Time Stores 


Chicago Shoe Shop of the 1840s 

where shoes were made by 

handcraft methods before the 
era of factory production 


one job to the next. Because of the infrequent visits 
of these traveling tradesmen, farm hands were adept 
at repairing, but for making new shoes, the professional 
skill of the cobbler was required. During the 1840s 
the development of shoe machinery drove most of the 
shoemakers into shops. These shops then carried not 
only shoes and boots, but also contained a profusion of 
blacking, brushes, heel-shaping tools, lasts and forms 
for making boots. A typical advertisement was: 


“P. F. PITNEY” 


“Ladies’ and Gents’ Custom Boot and Shoe Establish- 

ment, Clark Street beside the Sherman House. Repair- 

ing neatly done on short notice and on reasonable 
terms.” 


The average expenditure for a pair of boots from a 
shop such as this was $5. 

During 1842, the 25 boot and shoe shops in Chicago 
still followed the more primitive form of organization 
while, as a whole, in local industry, the years directly 
following marked the passing from the old handicraft 
shop methods to the larger and more intricate organi- 
zation of the factory system. 

The material in the Chicago Historical Society Boot 
and Shoe Shop was given by Patrick J. Minogue and 
Sons; Cole, Rood and Haan Company. and the late 
Dr. Otto L. Schmidt. 
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Stimulate Shoe Sales 
With December Advertising 


[CONTINUED FROM PAGE 21] 


mode of living leisurely. Slippers are 
more welcome than ever, and these 
will be treasured as sentimental re- 
minders of you.” 

“To Ski... or Not to Ski?” asks 
Macy’s in an ad that features snow 
shoes, as well as nine different pat- 
terns in stout shoes for the increasingly 
popular winter sport of skiing. 

“Ski shoes or snow shoes,” the ad 
goes on to say. “Macy’s women’s Ski 
Shoe Section is the place to be shod for 
Winter sports. Our new collection, 
larger and finer than ever, promises to 
be the talk of Sun Valley and Stowe. 
Ski shoes are made of fine water- 
proofed leathers with rigid shanks, 
heavily reinforced toe boxes, and have 
many features of the best professional 
ski shoes made on the continent. Tyrol 
lasts, for example, rubber lifts, molded 
to the heel, reverse hand weltings. In 
snow shoes we carry everything from 
a trim lightweight with bunny cuff to 
a heavyweight shoe on a ski last, sheep 
lined. Snow trains are being sched- 
uled now. Shop now” 

“Families are more practical than 
ever this Christmas—and every man 
needs shoes—good shoes,” declared 
Rogers Peet Company in an advertise- 
ment featuring a “Holiday Special” of 
five smart styles reduced to $6.95. An- 
nouncing them as “Authentic Styles for 
Street, Sport and Dress,” the advertise- 
ment said: 

“This ‘Holiday Special’ is part of 
our Christmas program to build more 
Good Will for the modern Rogers Peet. 
We know many families are going to 
‘give shoes’—and we want a lot more 
of them to be Rogers Peet shoes. For 
until a man gets to know Rogers Peet 
quality, how can he appreciate the 
economy and pleasure of our kind of 
footwear, as so many thousands of 
men now do. At $6.95, we believe these 
shoes are in a class by themselves—out- 
distancing all comers for Style, Variety 
and Price.” 

Thus alert merchants are striving, 
with more resourcefulness than ever 
before, to bring Christmas business 
into shoe stores, and with every indi- 
cation that their efforts will achieve 
success. For indications to date point 
to a holiday business that will sur- 
pass the expectations of many mer- 
chants who had feared the effects of the 


current recession on December sales. 


Appointed Manager 

HARRISBURG, Pa. — Joseph Zalkind 
has been appointed manager of the 
Mary Jane Shoe Store at 22 North 
Second Street. He succeeds I. Kauff- 
man. Mr. Zalkind has been connected 
with the Mary Jane management for 
six years in Shamokin and Phila- 
delphia. 





PANCO - ™ 
STA-TITE 


HEELS 


Every pair of these distinctive heels 
will deliver the long, uniform wear 


that Panco Sta-Tites are noted for. 





U. S. Pat. No. 1,998,988 


PANTHER PANCO CO. 


Page 3! 





CHELSEA, MASS. 














i 
| 








BOOT AND SHOE RECORDER, December !1, 1937 


A Department Store of Shoes 


[CONTINUED FROM PAGE 15] 


placed equidistant from each other and 
divide the seating into three parts. 
Seats are upholstered in light green 
leather in keeping with the general 
color scheme of the salon. Woodwork 
and fixtures are of a light colored, 
natural wood. 

The ceiling is white except for an 
extruding island in the center of the 
room which is of cream. Extending 
from this island are two modern light- 
ing fixtures of frosted glass trimmed 
with bronze which, with the other light- 
ing units set flush with the ceiling, 
provide ample illumination for the 
room. 

All stock is concealed, with access by 
means of leather-covered doors located 
at each side of the entrance to the 
department. Also located here are two 
display counters for handbags, gloves, 
hosiery and jewelry. Above each coun- 
ter in the wall is a large display niche 
where shoes and accessories can be com- 
bined in eye-arresting displays. 

The rear department, or Matrix 
Salon, is finished in a similar manner to 
that of the main floor. The seating is 
arranged like the main floor; along 
both side walls and down the center of 
the room. All stock is concealed in a 
separate stock room at the rear of the 
salon with access by means of two 
leather-covered doors, one on each side 
of a large mirror on the rear wall. 
This, as on the main floor, provides an 
added sense of spaciousness to the room, 
besides affording an excellent full- 
length fitting mirror. 

The general color scheme of the salon 
is a light rust color, which is carried 
out in the leather upholstery of the 
seats and on the walls. The walls are 
papered in a_ beautiful rust-colored, 
hand-made wall paper with a flowered 
design. 

The third floor is devoted to the Bud- 
get Shop, with shoes to retail at the 
one price of $6.50. Included on this 
floor is a special department in which 
only opera pumps are featured. Here 
the customer can find anything in the 
way of an opera pump with a large 
variety of different materials, lasts and 
heel heights available to the women who 
want only this type of shoe. 

The color scheme of this department 
is also light green, with woodwork and 
fixtures of light natural wood. Unlike 
the other departments in this store, 
stock here in carried in wall-flush stock 
shelves at both sides and at the rear of 
the room. Reserve stock is carried in a 
room at the ‘rear, with access by two 
doorways. 

Directly opposite the elevator en- 
trance is the accessory counter at which 
hosiery, handbags, gloves and jewelry 
are carried at prices in keeping with 
the shoes. 

Although at the present time this 
new Cammeyer store has but three of 


the proposed six floors in operation, the 
remainder are in the process of con- 
struction and when fully completed will 
give the store six selling floors of 
women’s, junior misses’ and children’s 
shoes, besides the basement, which will 
be fitted out for a men’s department, 
carrying shoes for men and boys. 
Charles S. Telchin was the architect 
and Francis X. Gina was the decorator. 


Retail Credit—An Asset 
Or a Liability? 


[CONTINUED FROM PAGE 19] 


The RMCA Advertising Committee 
was appointed from among the adver- 
tising directors of major stores which 
were members, including the advertis- 
ing managers of two leading shoe mer- 
chants. This committee engaged the 
Westamerica Company as its advertis- 
ing agency to develop and to handle 
the entire campaign. Newspapers 
were decided upon as the best medium, 
with weekly advertisements appearing 
in the various Los Angeles newspapers 
throughout the entire year. These ad- 
vertisements appeared first last July 








Section of a shoe store window in Los 
Angeles showing the RMCA emblem which 
is used to advertise the merchant’s mem- 
bership in the Retail Merchant’s Credit 
Association of that city. 





and were supported by the simultane- 
ous use of four local radio stations, a 
city-wide showing of posters, and a 
de luxe outdoor bulletin on famous Wil- 
shire Boulevard. With the start of the 
third month of the campaign, car and 
bus cards and direct mail advertising 
were added to the schedule. Store 
members displayed the RMCA emblem 
in their own advertisements and in 
their windows and store displays. To- 
day, wherever one goes in the Los An- 
geles business district, these RMCA 
emblems are in evidence at the stores 
which have become recognized as re- 
sponsible and reliable. The buying 
public has responded enthusiastically 
to the campaign. RMCA members have 
experienced sales and charge increases 
that can be attributed to no other 
source. 

Although still in its initial stages. 
this RMCA advertising campaign has 
proved that it is popularizing sound 
credit practices. The public is becom- 
ing increasingly aware of the advan- 
tages of doing business with responsi- 
ble firms. This growing public recogni- 
tion of the difference between good and 
bad merchandising has resulted in 
many border-line merchants improving 
their own situation and resolving hence- 
forth to avoid unsound practices. There 
is a growing “return to reason” in Los 
Angeles. As far as this community is 
concerned, the problem of “selling shoes 
on terms” is well in hand. The answer 
is “NO!” 

Shoe dealers or other merchants in- 
terested in details of this Los Angeles 
movement can secure additional in- 
formation by writing to George W. S. 
Reed, the Westamerica Company, 412 
West Sixth Street, Los Angeles, Cal. 


Personal Contacts Big Help 
To Manager 


[CONTINUED FROM PAGE 26] 


find out what men are buying, where 
and why. Just joining an organization 
does not do much good, but taking an 
active interested part always helps. 

A surprising number of retail shoe 
men seem to be ashamed of their jobs. 
A man does not have to pass out cards 
on street corners to make himself 
known, but if he has cultivated the 
right kind of personality, people will 
soon know where he is located. 

A shoe department manager always 
has the task of settling adjustments. 
There is no surer way of making 
enemies or friends for the house than 
by the wrong or right way of handling 
complaints. By listening to a man’s 
complete story, respecting his view- 
point, a quick and satisfactory adjust- 


‘ment can always be made which will 


be fair to all parties concerned. The 
place to do more business is where more 
business is being done. People like to 
follow the crowd. Personality attracts 
the customers who bring more cus- 
tomers. 
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period of fifteen years. 


MASCALI’S 


Factory 





15 East 22nd Street, New York 


MASCALPS SHOE COMPANY 
ANNOUNCES 


that after careful consideration of present retail requirements we 
feel it a wise policy to return to our former method of HAND- 
SEWN shoemaking which we have followed successfully over a 


In order to do this, thorough changes have been made in our fac- 
tory to produce under proper conditions a product which will live up — 
to the standards suggested by the words HAND-SEWN. 
Our new Spring line of shoes, manufactured by this HAND-SEWN 
process combine with fine workmanship and detailing patterns which 
will gladden the heart of any shoeman and which will bring his cus- 
tomers back again and again. 


SHOE COMPANY, 


Room 709, Marbridge Building, New York 





— = 


ST. CRISPIN 
The Patron Saint 
of Good Shoemaking 


INC. 
Office 











Stick to the Truth in Selling 


crease accuracy and dependability of 
advertising and provide visible evidence 
that something is being done to pro- 
tect customers from losses, also to 
eliminate unfair trade practices. Bet- 
ter Business Bureau will request stores 
to print corrections in these four in- 
stances: 

1. Where advertisements appear in 
violation of the Pennsylvania advertis- 
ing law. 

2. Where advertising statements are 
a material misstatement of fact. 

3. Where obvious and _ undisputed 
error occurs which could be avoided by 
reasonable diligence. 

4, Where errors are not contro- 
versial, with no room for ambiguity. 

The system calls for a “correction 
not more than two days after the origi- 
nal error, to occupy three inches of 
space, and be black bordered, appear- 
ing in the same paper as the original 
ad was placed, and adjacent to the 
store’s regular advertising.” If more 
stringent control is desired, let a bond 
be posted, that will be forfeited to the 
community chest in case of deliberate 
infraction of the rules of the agree- 
ment. 

Restraint in the use of superlatives 
or exaggerated statements need not 
make the advertising less attractive. It 
will lead to the use of facts that are far 
more effective than bunk and bombast. 

What makes the sale shoes desirable 
at the regular prices? Those qualities 
of fit and service are still there if they 
were present in the first place. Style? 
If they were good styles during the cur- 
rent season, they’re still likely to in- 
terest economizing women who may be 
able to find their sizes. If they’re duds 


or extreme fashions, say so, and make 





[CONTINUED FROM PAGE 28] 


the price cut deep enough to create in- 
terest. If they don’t fit properly, they 
should be disposed of elsewhere—NOT 
sold to a store’s customers. A poor fit 
is a customer loser at any price. And 
did you ever consider that the reason 
some stores complain that sales attract 
only their regular customers is that 
the ads don’t tell the stranger any- 
thing; the regular customer appreci- 
ates the reduction because she already 
knows the shoes. 

Back up interesting informative sales 
copy with window displays based on 
the same idea—information of interest 
on the price cards. The sale time cus- 
tomer may be interested in “Price,” 
but she’s a lot more concerned with 
“Value” than many seem to imagine. 

Self control must continue. If each 
one guards against any and every pos- 
sible relapse during the coming season 
of hard selling, a great gain will be 
made in restoring public confidence in 
advertising. Only through adherence 
to the best traditions of advertising can 
the “Oh, Yeahs?” and “So Whats?” be 
changed to advertising believers. 

BooT AND SHOE RECORDER has spon- 
sored some interesting and helpful co- 
operative promotions. The same 
splendid cooperation is asked of all mer- 
chants to do their individual and col- 
lective best to swing the public to a 
new appreciation of advertising through 
using only advertising that deserves 
complete confidence. There’s a thought 
for every one of us in the opening para- 
graph of a report by the Domestic Dis- 
tribution Department Committee of the 
Chamber of Commerce of the United 
States: 

“In no activity of business are high 
standards of business conduct more 


essential than in advertising. If adver- 
tising is to perform its true function, 
purchasers must have complete confi- 
dence in the presentations made by 
advertising; such confidence can be 
created only through experience of 
buyers of the articles or services ad- 
vertised. There must be truth in state- 
ment, and in implication—no promises 
made which cannot be fulfilled. Even 
unconscious deviation from these stand- 
ards dissipates confidence. Lack of 
honesty and truth inevitably breaks 
confidence and defeats the only func- 
tion of advertising in its modern appli- 
cation. Any departures from fairness 
and anything misleading, however un- 
intentioned, can result only in placing 
obstacles in the way of orderly distri- 
bution processes. The improper use of 
advertising results in the loss of its 
effectiveness for legitimate use by 
honest merchants, distributors, and 
manufacturers.” 





Novel Promotion Stunt 


for Rubbers 


New YorK—The Barmann Shoe 
Store, 163 E. 42nd Street, this city, 
has originated a novel stunt which has 
resulted in increased sales of rubber 
footwear. A sign, resembling a police 
traffic sign, was built and on rainy days 
it stands on the sidewalk in front of the 
store where it can easily be seen by the 
passerby. Standing about five feet 
high, the sign is an outstanding re- 
minder of the need of rubber footwear 
during inclement weather. On good 
days the sign is brought inside the store 
and placed in a spot where footwear 
customers are reminded of preparing 
for rainy days. 
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UAC 
SOFT BOX TOE 
AND COUNTER 
MATERIAL 


For Shoes in which special 


flexibility of Toe and Counter 


is desired 














This material gives extra pliability to 


the heel and toe portions of shoes. 





The use of this material in children’s 
| shoes is the logical means of secur- 
| | ing desired strength with more than I 
| ordinary flexibility at toe and heel. ; 
: Shoes made this way will appeal to 
| parents for young and active feet. 
| 7 
hi 
i E 
| . 
| : 
| de 
| UNITED SHOE MACHINERY CORPORATION a 

BOSTON, MASSACHUSETTS be 
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THIS WEEK IN THE SHOE TRADE 
SATURDAY, DECEMBER II, 1937 


NATIONAL NEWS 





Tariff Men Sent to Zlin 





Investigators for United States Sail for Czechoslovakia to 
Get Bata’s Shoe Costs 


BostoNn—When the S. S. Manhattan 
sailed from New York Wednesday of 
last week she carried two representa- 
tives of the United States Tariff Com- 
mission, bound for Zlin, Czechoslovakia, 
to ascertain the cost of shoes made by 
the Bata Company, according to Secre- 
tary James H. Stone, of the New Eng- 
land Shoe and Leather Association. 

The commission sent two representa- 
tives, one of whom, Albert Morgan, was 
sent to Zlin in 1931 to ascertain Bata’s 
costs of making McKay shoes for the 
investigation that later resulted in the 
Tariff Commission finding that the duty 
on McKays should be increased from 
20 to 30 per cent. His companion on 
this trip is David Novick. Both had 
been at Endicott, N. Y., obtaining cost 
data on cemented shoes from Endicott- 
Johnson Corporation when they re- 
ceived instructions to proceed to Zlin. 

The investigation is being made in 
response to Senate Resolution 144, in- 
troduced by Senator David I. Walsh, on 
request of the New England Shoe and 
Leather Association. This resolution 
authorized the Tariff Commission to in- 
vestigate the domestic and foreign costs 
of making women’s and misses’ ce- 
mented shoes in order to determine 
what duty is necessary to equalize for- 
eign and domestic costs of production. 
The present duty on these shoes is 20 
per cent, but in order to equalize costs 
the shoe industry is asking that the 
duty be based on the American valua- 
tion of the imported product. 

For some weeks the Commission has 
had its investigators working in New 
England studying costs at many fac- 
tories. This work was completed last 
week. It is expected also that the men 
who have been at Endicott will finish 
their work this week. Another set of 
investigators are now obtaining cost 
data from the H. C. Godman Co., at 
Columbus, O., and Secretary Stone un- 
derstands that completion of the work 
there will end the field work of the ac- 
countants, 








DATES TO REMEMBER 


National Shoe Travelers Association 
Twenty-Seventh Annual Convention, 
Hotel Morrison, Chicago, IIl. 

January 1, 2, 3, 1938 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill. .......... Jan. 3, 4, 5, 6, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minne- 
apolis, Minn.....Jan. 9, 10, 11, 12, 1938 


Joint Convention and_ Exhibition 
Southwestern Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 

Jan. 9, 10, 11, 12, 1938 


Michigan Shoe Dealers Association 
Annual State Convention, Hotel 
Statler, Detroit, Mich. 

January 9, 10, 11, 1938 


Indiana Shoe Travelers Association 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 

Jan. 16, 17, 18, 1938 


Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1988 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
| rae February 13, 14, 15, 1938 





The Tariff Commission has set Dec. 
14 for a public hearing in Washington, 
at which time the New England Shoe 
and Leather Association, the National 
Boot and Shoe Manufacturers’ Associ- 
ation, the trade organization acting for 
Lynn. and Haverhill, and other groups, 
will submit briefs in support of their 
position that the present tariff on ce- 
mented shoes should be changed from 
20 per cent to the American valuation. 

This work by the Tariff Commission 
is entirely separate and apart from 
that of the Committee for Reciprocity 
Information. That Committee is acting 
for the State Department in the nego- 


tiation of a reciprocity agreement with 
Czechoslovakia, in which shoes is the 
most important commodity under con- 
sideration. The industry has vigorously 
protested against having the duty on 
shoes either reduced or bound at the 
present tariff of 20 per cent. 





Shoe Club to Hold 


Open Forum 


New YorK—The Shoe Club of New 
York, in lieu of the discussion of reg- 
ular club business at their monthly 
meeting on Tuesday evening, December 
14, will devote the meeting to an open 
forum discussion of the affairs of the 
shoe industry at large. 

General business unrest and inac- 
tivity as noted by members of the Shoe 
Club, both retailers and manufacturers, 
and numerous points of query as to 
what move to make next, prompted 
the decision of the Shoe Club authori- 
ties to turn over this monthly meeting 
to a discussion of this type. 

The gathering will be a dinner meet- 
ing and will be held at 7.00 p. m. in 
the Blue Room of the Hotel McAlpin. 

A number of men prominent in the 
shoe industry will speak on current 
shoe problems at this meeting. Among 
the speakers already scheduled for this 
affair are Everit B. Terhune, president 
of the Boot AND SHOE RECORDER; Ben 
Schwartz, Schwartz & Benjamin, and 
Joseph Traeger, Julius Grossman Shoes. 
Many other prominent shoe men will 
be added to this list to speak at the 
meeting which, because of its vital 
interest to every shoe man, promises 
to be an interesting and well-attended 
affair. 

Following the talks by the speakers, 
an open forum will be held with ques- 
tions to be directed at the speakers. 





Returns From Abroad 


New YorkK—Fred Ullman, shoe styl- 
ist, with offices in the Marbridge Build- 
ing, here, arrived back in New York on 
Friday, December 10, after spending 
two months abroad in the search for 
new ideas in shoe design. 
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Promotion Results By the Truckload 





These two trucks filled with old shoes taken in by the Ben Pat Brownbilt 

Shoe Store in Austin, Minn., toured the streets of the town and attracted 

much attention following the conclusion of the successful contest which the 
store conducted. 


AUSTIN, MINN.—L. R. Benson and 
R. B. Patterson, of the Ben Pat Brown- 
bilt Shoe Store, this city, recently con- 
cluded a very successful promotion 
stunt in which they gave away a bicycle 
to the boy who turned in the greatest 
number of old shoes during the 60 days 
the contest was running. 

Over 11,000 pairs of old shoes were 
turned in to the store with the winning 
boy accounting for 2500 pairs himself. 
There were five and one half truckloads 
of old shoes and on the Saturday follow- 
ing the contest, two of the trucks full 


of shoes toured the streets with a 
banner giving the store name and the 
results of the contest. The shoes were 
finally turned over to the county relief 
agency. 

The store gained much publicity from 
this stunt with very little expense. The 
newspaper took pictures of the trucks 
and ran the picture and story on the 
front page of the paper. The store also 
ran an ad in the paper in conjunction 
with the picture and a window trim 
tied in with the contest was also used 
at the time. 





Open New Branch 


SHEBOYGAN, WIs. — Miller - Jones, 
operating shoe stores in Milwaukee, 
Waukesha, Watertown and Appleton, 
Wis., has opened a new store at 711 
N. Eighth Street, this city, under the 
management of William Hein, for seven 
years assistant manager of the firm’s 
Appleton store. Front of the new store 
is finished in black and red structural 
glass and carries a complete line of 
men’s, women’s and children’s footwear 
and hosiery. 





Johnson New Brandson 
Manager 

OmAHA, NesrR.—Warren L. Johnson 
is the new manager of the Brandson 
shoe shop on the first floor of Brandeis 
Stores. He was formerly with the 
Brown Shoe Company in a traveling 
position. 





Prepares for Holiday Selling 


DAYTON, OHIO — With Brooks H. 
Harmon, secretary of the Dayton Re- 
tail Merchants Association, predicting 
this year’s holiday trade will be from 
five to 20 per cent better than last year, 





shoe dealers in this city are already 
beginning to feel the start of the 
annual holiday gift slipper business. 

In an effort to spur this particular 
field, Rike-Kymler Company carried a 
full page advertisement in the local 
newspapers on November 30, devoted 
exclusively to gift slippers. Thirty-two 
different styles were shown and the 
price of each was included. 

“Slippers ... Tuck a pair into every- 
one’s Christmas stocking” was the 
theme of the advertisement. 





Logger Boots for C.C.C. 


Boston, Mass.—The Boston Quar- 
termaster Depot of the United States 
Army has awarded contracts for the 
manufacture of 14,030 pairs of logger 
boots for use by members of the Civil- 
ian Conservation Corps. Of this total, 
all are to be made by the Chippewa 
Shoe Mfg. Co., of Chippewa Falls, Wis- 
consin—9,722 pairs without calks at a 
price of $3.72 per pair; and the re- 
mainder with calks at a price per pair 
of $6.35. At the same time O. H. 
Dugan & Company, of this city, was 
awarded the contract to make 20,000 
pairs of laces for these boots at a price 
of $0.0735 per pair. 
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aMAN'S 


LEATHER 





FOR ACTIVE FEET 


Men everywhere who have once used shoes of Kangaroo on 
active, youthful feet swear by it as the leather that brings 
them home after a day’s hard work as foot fresh as when they 
started their selling rounds in the morning. Kangaroo is a 
man’s leather in every way—in comfort and foot ease, yes— 
but Kangaroo is also a tough, strong leather 17% stronger, 
weight for weight, than any other leather; and its tight, even 
grain takes a brilliant polish that will bring out the best 
lines of any dress shoe, for daytime or evening wear. 
Tanned in this country by the Surpass Leather Co., Philadel- 
phia, the Richard Young Co., New York, and the Ziegel 
Eisman Co., Boston, genuine Kangaroo leather offers retailer 
and manufacturer alike a sound basis on which to bid for 
satisfied customers. Tie your store in with the prestige and 
the profits that go with a well styled line of shoes of genuine 
Kangaroo. 


RASGAROO 


TANNED 


AMERICA 
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E. E. Taylor to Relocate Factory 


Brockton, Mass.—The E. E. Taylor Corporation, 
one of New England’s leading makers of welt shoes for 
more than 47 years, will locate at Augusta, Maine, on 
or before December 15, according to an announcement 
made by Millard S. Peabody, president of the company. 

In announcing their departure from the district 
where for close to 50 years they have produced an 
exceptionally fine line of men’s shoes, President Pea- 
body declares that with the occupancy of one of the 
finest and most modern shoe factories in the entire 
country, and the skilled labor their new location offers, 
he feels. confident the proposed change will do much 
to improve the quality production which has marked 
the Taylor line for many years. 

There is no change in the personnel of the Taylor 
Company, George M. Peabody remains as Chairman 
of the Board of Directors, and Evans Richardson as 
vice-president and sales manager. 


Resigns as Shoe Buyer 


EvizaBeTH, N. J.—Alex Sladkus, buyer of the better 
grades of men’s, women’s and children’s shoes of Levy 
Brothers, department store, here, has resigned from 
this position, effective December 16. 

Mr. Sladkus has been with this store as shoe buyer 
for the past six years. Previous to his position here, he 
was assistant buyer in the better grade shoe depart- 
ment at Gimbel Brothers, New York. 

Mr. Sladkus has leased the corner store of the 
Martin Building at 1139 East Jersey Street, this town, 
where he will open a high grade women’s shoe shop. 
He also intends to augment his shoe line with a com- 
plete line of hosiery and handbags. 


Colonial Agent Visits Factory 
Boston, Mass.—F. Paolo Bettini of Lamberti and 


Bettini, Caracas, Venezuela, Venezuelan agent of the 
Colonial Tanning Company of this city, recently spent 
a week at the factory where he inspected the different 
tanneries and japan shops of the Colonial Tanning 
Company, seeing how patent leather is made. 

Mr. Bettini has had years of experience in selling 
leather and he was greatly impressed with the way 
business is done in the United States as compared with 
Latin America. He returned to Venezuela this past week. 
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Interest on Spring Shoes at 
Chicago Buyers’ Show 

CHICAGO, ILL.—Despite complaints of 
bad weather and a slight retard in busi- 
ness, results of the regular monthly 
Buyer’s Day of the Chicago Shoe 
Travelers’ Association at the Morrison 
hotel November 29 and 30 were most 
encouraging, Norman N. Souther, di- 
rector, reports. 

There was considerable interest in 
Spring shoes, he states, with most of 
it centered on blue and black gabar- 
dines, as well as a lot of tending 
activity toward grades. Considerable 
interest was also shown in the new 
ribbon cloth coming out. 

For at once shoes, there were a lot 
of patent leather pumps sold. Mr. 
Souther states that despite some re- 
ports to the contrary there seemed to 
be little talk of cutting of prices either 
now or in the very near future. 

The next show will be January 31 
and February 1. There is no show in 
December so that there will be no in- 
terference with the National Shoe Fair. 





Kenngott with Herbst 
Sales Staff 


MILWAUKEE, WIs.—An_ important 
new addition to its sales staff has been 
announced by the Herbst Shoe Mfg. 
Co., Milwaukee. Robert Kenngott, who 
has been selling footwear on the road 
for many years, is now carrying the 
Child Life, Tom-Boy, Research and Col- 
lege Chums lines made by Herbst Shoe 
Mfg. Co., in the Middle West territory, 
covering the states of Indiana, Illinois, 
Towa, Missouri and parts of adjoining 
states. 

Mr. Kenngott has been in the shoe 
business all of his life and has a thor- 
ough knowledge of juvenile footwear 
and the merchandising of children’s 
quality shoes. 


C. L. Girdner Open 
for Congratulations 


SAN FRANCISCO, CALIF. — It is an 
open secret in the shoe world here that 
C. L. Girdner, manager of Hanan & 
Son, Inc., 157 Geary Street, will shortly 
enter the bonds of matrimony. Mr. 
Girdner is being showered with con- 
gratulations from his numerous friends 
in the trade. 








New Walter Booth Factory 
Dedicated 


WATERLOO, Wis.—A celebration un- 
der the auspices of the local fire de- 
partment marked the dedication on 
December 1 of the new branch shoe 
plant of the Walter Booth Shoe Co., 
Milwaukee. Speakers included Village 
President George Stube, Fire Depart- 
ment President Otto Zibell, Charles 
Ortgiesen, president of the Mid-States 
Shoe Co., Milwaukee, of which the 
booth firm is a division; William Schu- 
mann, superintendent of the firm’s Wa- 
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A SHORT 
FAST BOYS' LINE 
SERVICED 
PROMPTLY 
FROM STOCK 
made for the 
INDEPENDENT 
RETAILER 











No. B312 

The PRESIDENT. 
Black Blu. Oxf. 
Straight tip. 
Rubber heel 

Chrome sole. 


FIFTEEN STYLES IN STOCK......1%06...... B-C-D 
retailing at $3.00 with an adequate mark-up for you 
White to 








q HARRISON SHOE CO. . .. . . EVERETT, MASS. 








Take a Number from One to Ten 





























Cincinnati, Ohio—In answer to the customer who says that there isn’t a shoe 
in the department to fit her, the Mabley & Carew Company of this city are 
featuring the Tango Pump which is available in every size from one to ten and 
in every width. 

In conjunction with this idea this window was featured by the store. Set up 
by their display manager, Del Heizer, it showed their Tango Pump in every size 
from one through ten and also displayed the shoe made up in various leathers. 
The large pictured pump in the background was marked to emphasize the various 
features of the shoe which assure a perfect fit. 





tertown plant, and W. T. Evjue, Madi- plant built specially for the company 
son, Wis., newspaper publisher. The by the village, will employ about 200. 
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“HIGHEST GRADE ONLY" 





EAST WEYMOUTH, MASS., U.S.A. 
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Slippers 
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DANVERS SHOE Co 








Foot Balm 


BY, PROFIT 


DEAL 


ON HAPPEE FOOT BALM 


> \ONENDOZ. JARS $4.00 
1/6“ “ FREE 


TOTAL $4.00 


LESS EXTRAS%  .20 
hd os 



















ONLY 


_ Costs You $3.0 
SELLING PRICE $8.40 


RETAIL PRICE Pour Profit sace 


60c a Jar 


ORDER A STOCK TODAY 









The HEALTH-O PRODUCTS CO., Dept. 1512, 
229 E. Sixth St., Cincinnati, Ohio 
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Joe Kalisky to Make Home 


in Los Angeles 


CHICAGO, ILL.—Joseph Kalisky, well 
known president of the Chicago Shoe 
Travelers Association, is pulling up 
stakes from his old stamping grounds 
and moving to Los Angeles, Calif., 
where he will make his future home. 





JOSEPH KALISKY 


Mr. Kalisky, during his years in the 
shoe trade and as a member and officer 
of the Chicago Shoe Travelers’ Associa- 
tion, has made countless friends in the 
shoe trade from coast-to-coast. He was 
instrumental in building this associa- 
tion into the prominence it enjoys today 
and his leaving is deeply regretted by 
all. 

In a letter to the members, Mr. Ka- 
lisky writes, “As retiring president of 
the Chicago Shoe Travelers’ Associa- 
tion, I feel it a duty incumbent on me 
to thank you and all the members for 
your cooperation in making this asso- 
ciation the outstanding one affiliated 
with the National organization. 

“T feel proud in informing you that 
we are having the silver cup brought to 
us for the most progressive and largest 
increase in membership of any affiliated 
association. 

“As I am about to make my future 
home in Los Angeles, and as my heart 
is, and always will be, with the Shoe 
Travelers’ Association of Chicago, it is 
naturally my wish to know that this 
progress will continue.” 





Dantzic Opens Baltimore Shop 


BALTIMORE, Mp.—The opening of 
Dantzic’s Shoe Store at 404 N. Howard 
Street, has provided this city with an- 
other exclusive foot comfort shoe shop. 
Orthopedic shoes, of which several 
brands are featured, are being carried 
for both men and women as well as 
children. 

This shop makes a substantial addi- 





STOCK No. 56! 


JUVENILE 
CUSTOMERS 


who grow up and graduate to 
adult sizes are just so much “water 
over the dam"—as far as your 
juvenile department is concerned. 
Replacing them is no task with 
those retailers who tap the reser- 
voir of wearers of famous Mrs. 
Day's Ideal Baby Shoes—offering 
Flexible Hard Soles (2-8), carrying 
the same familiar trademark. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft 
Sole—intermediate and 


FLEXIBLE HARD SOLES 
eee eee ne] 








tion to the rapidly growing shoe shop 
district on Howard Street, between 
Lexington and Franklin Streets. 





Special Departments Boost 
Holiday Slipper Business 


CLEVELAND, OH10—The Higbee Com- 
pany boosts its house slipper sales tre- 
mendously during the Christmas season 
by establishing two temporary depart- 
ments outside of the regular third floor 
shoe department where they are regu- 
larly sold. The two special departments 
are set up on the first and second floors, 
respectively, in close proximity to the 
elevators and escalators where travel 
is heavy. Bright colors and attractive 
patterns, displayed on neat tier shelv- 
ing gain a strong play. Sufficient sizes 
are stocked on shelves behind the mer- 
chandising counters to take care of 
general daily needs. 





Baron Store Modernized 


MapIson, W1s.—Baron’s has modern- 
ized its store here and completed a 
third floor addition giving 8,500 more 
square feet of space. The exterior of 
the store has been streamlined with 
Kasota stone, while the first floor has 
been fitted with new asphalt tile floor- 
ing. The shoe department on the main 
floor has been enlarged and the chil- 
dren’s shoe department also moved to 
the first floor. 
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Podiatrist Talks to Orthopedic Group 





Two Hundred Shoe Merchants and Salespeople Gather at 
Hotel McAlpin, New York, for Lecture on Foot Problems 


NEw YorkK—The two hundred or 
more progressive orthopedic shoe men 
that filled the spacious East Room of 
the Hotel McAlpin at the Nov. 30 
meeting of the Orthopedic Shoe Men’s 
Association were amply compensated 
for their time. An informative lecture 
on different pathological aspects of foot 
disturbances and their relation to cor- 
rective shoe fitting was delivered by Dr. 
Sigmund Montaperto, well known po- 
diatrist. The attention accorded him in 
his talk was a fitting tribute on the 
part of the audience toward the well 
developed subject matter as well as to 
the most interesting way the lecture 
was delivered. 

After the lecture, a question period 
was held during which many instruc- 
tive and interesting problems were 
brought up and discussed. 

Such evenings well spent clearly in- 
dicate that only by organization and 
fraternization, can the orthopedic shoe 
men make their profession worthy of 
its calling. Many equally important 
programs are being formulated. Sec- 
retary Harry Parke, during the busi- 
ness session preceding the lecture, read 
some of the numerous letters received 
from all parts of the country from 
orthopedic shoe men interested and 
sympathetic to the aims and ideals of 




















the organization. Many bodies of simi- 
lar nature, reports state, have already 
been started in various communities in 
other states, by groups of orthopedic 
shoe men. It appears that the New 
York State Orthopedic Shoe Men’s As- 
sociation has sown seed from which will 
be borne much fruit for the profession 
of orthopedic shoe fitting in general. 
Such response and enthusiasm is indeed 
gratifying and tends to bid fair toward 
the organization becoming one of na- 
tional scope in the future. 

The membership committee, in a re- 
cent statement, declared: “Though our 
roster has been growing constantly, we 
will not be content until we have made 
an effort to convince every actively en- 
gaged orthopedic shoe man that it is 
his moral duty to affiliate himself with 
our organization. To those men who 
have not as yet expressed their willing- 
ness to join, we extend a cordial invi- 
tation to attend a scheduled meeting 
and acquaint themselves with the wor- 
thy aims of our organization. After 
such acquaintanceship, serious thought 
on the part of the ‘non-member will 
without doubt prove to him that he 
owes it to himself as well as to his 
calling to affiliate himself with this as- 
sociation.” 

The organization feels that it is the 
cuty of every member to cooperate with 
the officers and committees by intro- 
ducing its principles to those in the 
same field who perhaps are still not 
familiar with its purposes. They be- 
lieve it would be to the advantage of 
every orthopedic store owner to en- 
courage his staff of fitters to join 
forces with the group. The Educational 
Program alone would repay many fold 
the membership fee, and through its 
instructive influence, would the em- 
ployee better his ability as an ortho- 
pedic shoe man, and likewise increase 
his worth to his employer. Those who 
have attended one or more meetings 
have realized that each session has re- 
quired the hiring of larger meeting 
rooms so as to accommodate the ever 


There IS a Difference 


In Sole Leathers ... Just As There Is... In a Pair of Skis 
If skis lack suitable pliability, if they are hard or brittle, if they don't yield to swerving bodies, 


their usefulness to the wearer is nil. 
provide the wearer with a full measure of value, should be pliable, never hard or brittle— 


should yield to every motion of the active foot. 
{ For this reason buyers are swinging to U. S. Leather—the premier sole leather of the Industry. 


The UNITED STATES LEATHER COMPANY 
27 Spruce Street, New York, N. Y. 
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growing numbers of those present. This 
fact demonstrates that many men are 
constantly becoming more and more in- 
terested in the aims of this body and 
feel that it is to their advantage to 
become a member. 

Another open meeting will be held on 
Thursday, Dec. 30, at the Hotel Mc- 
Alpin, to which non-members are in- 
vited. A lecture by a prominent pro- 
fessional man is being arranged in ac- 
cordance with the organization’s policy 
of making each session one of instruc- 
tion as well as of general interest to 
all who attend. However, in the very 
near future, meetings will be open only 
to members. Thus, it is again urged 
that every orthopedic shoe man who 
has not as yet attended a meeting 
should do so, learn more of the organi- 
zation, see for himself the benefits to be 
derived from membership and then de- 
cide for himself the worth and neces- 
sity for such an affiliation. 





57 Years a Shoe Man 


FREMONT, OHIO—N. C. Klos recently 
celebrated his 57th year as a shoe mer- 
chant in Fremont, reaching the age of 
80 on November 28. 














And so it is with sole leather. 


It must possess stamina and staunchness. 


Good leather, if it is to 
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LA BELS 


TOLMAN- DAVIDSON 
—ADVERTISING PRESS, Inc 
113 Lincoln Street, Boston, Mass 
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Children's Shoes 


Pedicra 


SHOES 


HAND LASTED 
OHILDREN’S SHOES 
Finest Quality 


PEDICRAFT SHOES—Swansen & Ritner Ste. 
Philadetphia 
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Dancing Shoes and Taps 
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FLEXIBLE TAP DANCING SHOES 














Lightening 
Step 
by 
NEW 
osco 
IN-STOCK PROCESS 
Patent Lea. White Kid 
Women's AA-4%e-8 ....... $1.60 $1.65 
Misses’ SESuR | fae ise 138 
Children’s B-C-8%-1i .... 1.40 
Owens CuoE Co. 28 ood Moss. 
New Shoe Company Organized 


AMESBURY, Mass.—Acquisition of a 
new shoe concern to be known as the 
Ames Shoe Company and which will 
have a payroll of from $5,000 to $7,000 
weekly, has been announced by the new- 
ly organized industrial trade board of 
which Robert W. Briggs is chairman. 

The concern, which will employ some 
400 men and women, is a newly or- 
ganized firm, whose executives are Bos- 
ton men. The company, whose advent 


gives Amesbury a total of five shoe fac- 
tories, will occupy the Hollander and 
Morrill Building on High Street. 
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Production Still Over 
1936 Figure 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONS OF 
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OCTOBER 1937 
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Washington, D. C.—Latest statistics 
on the production of boots, shoes and 
slippers, released by the Bureau of the 
Census, Department of Commerce, show 
a decrease of 15.1 per cent from Sep- 
tember, 1937, and of 27.9 per cent from 
October, 1936. However, this report 
indicates that production for the ten- 
month period, January to October, in- 
clusive, shows a gain over the same 
period in 1936 of 4.7 per cent. 

Increases were shown in all lines of 
footwear included in this report with 
the exception of women’s shoes which 
showed a decrease of 3.1 per cent. 

Men’s dress shoes showed an increase 
of 5.2 per cent; men’s work shoes, 3.4 
per cent; youths’ and boys’, 7.6 per 
cent; misses’ and children’s, 0.5 per 
cent, and infants’, 13.0 per cent. 





Shillito Store Remodeled 


CINCINNATI, OH10—The John Shillito 
Company of this city, have just fin- 
ished remodeling their store. The in- 
terior and exterior have both been 
competely modernized and the selling 
space in the store has been more than 
doubled. In line with this moderniza- 
tion work the shoe departments have 
all been extended and new shoe sections 
have been added. 

Harry Lasky, buyer for the Shoe 
Salon reports that business has been 
greatly increased since the work was 
completed. The moving of several types 
‘of shoes into their own departments 
has left more space for stock and chairs 
in the salon and enabled Shillito’s to 
make this department more attractive 
than ever. 

One of the new sections, called the De 
Mura section, specializes in shoes for 
the younger buyer and carries a com- 
plete selection of shoes for any and 
every occasion at popular prices. A new 
children’s section has also been in- 
stalled having forty chairs and carry- 
ing shoes for all ages from infants up 
to the growing girl shoes. 

The men’s section has also been put 
into new quarters on the mezzanine 
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the whole year round! 


Weejuns are popular in many ie 
all seasons. On the beach. the 
locker. On camping trips. By winter 
firesides. North, South, East and 
West, men and women alike are find- 
ing more and more uses for them. 


Weejuns are more than slippers, 
more than moccasins. They wan 
ideal present. Get them in your store 
before the Christmas rush. 

And find out more about the popu- 
lar Bass line. Boots, shoes, mocca- 
sins, ski-boots—outdoor footwear for 
every purpose. Write for price list 
and illustrated booklet. 


G.H. BASS & CO. 


141 Main Street Wilton, Maine 











floor. This section has also been com- 
pletely redecorated and greatly in- 
creased in size. 

The basement shoe department is also 
undergoing a complete change. This 
department is being greatly enlarged 
and is to be completely modernized. 
Jack H. Rappaport, the new buyer for 
the basement section, advises that it is 
their plan to build up this section to a 
high grade basement store. There will 
be a children’s section in the basement 
department as well as a men’s and 
boys’ section. 


—_———_— 


Colonial Bootery Opened 


RICHMOND, VA.—The Colonial Boot- 
ery, Richmond’s newest women’s shoe 
store, at 519 East Grace Street, opened 
its doors recently as a shoe and ac- 
cessory shop. 

The owner is Keeve Passamaneck, 
native of Richmond and for years a di- 
visional merchandise buyer for a local 
store. Associated with him in the 
venture is Carrie Richardson of Rich- 
mond. They both have had extensive 
experience in handling shoes for Rich- 
mond people. 

The store itself has the appearance 
of a drawing-room, with its period 
decoration and two huge murals by a 
local artist. No stock, except the 
hosiery counter near the door, is visible, 
for the shoes will be kept in a stock- 
room in the rear of the store. 
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Convenience is one of the foremost fea- 
tures of Hotel Imperial ~ plus the utmost 
in comfort and economy... Dining Room 
prices are low... Lunch 50° Dinner 70¢ 
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Any decorator will agree that a bright, colorful 
room interior brings cheer to the disposition. 
When the big, new rooms in Hotel McAlpin were 
redecorated with new furniture and fixtures, new 
carpets and draperies, experts planned color 
schemes of charm and restfulness. 
these beautiful rooms are so bright and cheery, 
so modern in decoration. ; " 
available to McAlpin guests . . . at no increase in 
rates. When may we expect YOU? 


*SILVER DOLLAR 


HOTEL MCALPIN 


“The Center of Convenience” 
Broadway at 34th St. 


NEW YORK 


That’s why 


These rooms are now 


John J. Woelfle, Mgr. 





$950 


SINGLE 








SPACIOUS MODEL SAMPLE ROOMS FROM $85.00 
ROOMS with BATH from 


$400 


DOUBLE 


$450 


TWIN 
BEDDED_ 











Obituaries 
Ben Falk 


Fort WayYNE, INpD.—Ben Falk, 65, a 
prominent retail shoe merchant in Fort 
Wayne for many years, was found dead 
in his store early on the morning of 
November 27, after having been missing 
since late the previous afternoon. He 
had suffered several heart attacks in 
recent months, and it is believed that 
this ailment caused his death. 

Mr. Falk was born in Hungary, 
Europe, and came to Fort Wayne 40 
years ago, during all of which time he 
has been engaged in the shoe business. 

He is survived by his widow and six 
sons, all at home, and a brother, Joseph 
Falk, Scranton, Pa. He was a member 
of Achduth Vesholom temple and the 
B’nai B’rith lodge. Burial was in Lin- 
denwood Cemetery. 





Herman J. Bray 


ALBANY, N. Y.— Herman J. Bray, 
who for over 15 years was connected 
with Bray’s Shoe Store, 213 South 
Pearl Street, this city, died recently 
from bronchial pneumonia. 

Mr. Bray was born in Albany 40 
years ago and continued his residence 
here all his life. He was prominent 
in city and fraternal affairs, being con- 
nected with health department of 





Albany and a member of the American 
Legion and the B.P.O.E. 

He is survived by his mother and 
three brothers. 


Richard C. Leonard 


WaupPuN, WISs.—Richard C. Leonard, 
43, foreman for the Ideal Shoe Manu- 
facturing Co., died November 24 at his 
home, here. Before coming to Waupun, 
Mr. Leonard had been employed by the 
Ideal firm in Milwaukee. He is sur- 
vived by his wife, a son, a brother and 
two sisters. 


Stanley M. Clapp 


MONTREAL, CAN.—One of Toronto’s 
oldest shoe retailers, Stanley Miller 
Clapp, died November 29, at his home, 
12 Linden Street, Toronto, Ont., aged 
75. A native of Napanee, Ont., he had 
a province-wide reputation as an angler 
and hunter. He was president of the 
Clapp Shoe House, Limited, Toronto. 





Charles E. Trumbull 


WoRrcESTER, Mass.—Charles Elmer 
Trumbull, 80, retired executive of 
Wiley, Bickford & Sweet, this city, 
slipper manufacturers, died recently of 
a heart ailment at the home of his 
son, Robert G. Trumbull in Pasadena, 


Cal., according to word received here 
December 3. 

Mr. Trumbull went to the Coast with 
his son last August. He was a mem- 
ber of Adams Square Congregational 
Church of Worcester. 

Besides his son, he is survived by a 
brother, Fred W. Trumbull of Fram- 
ingham, Mass., and two grandchildren. 





Fire Destroys Shoe Store 


DETROIT, MicH. — The shoe store 
operated by Edward G. Heine at 
Frankenmuth, Michigan, was complete- 
ly destroyed by fire early Tuesday 
morning, November 23. Mr. Heine 
estimated his damage at $5,000. 

The fire started in the basement of 
the Neuchterline Building in which the 
shoe store was located, and burned the 
building to the ground as well as set- 
ting fire to two buildings across the 
street. It is said to have been the worst 
fire in the history of the village. Total 
damage is estimated at $100,000. A 
heavy stock of Christmas merchandise 
in one of the stores was destroyed. 





Men’s Crepe Soles Popular 


SAN FRANCISCO, CALIF. — Gallen- 
kamp’s are finding their crepe sole 
shoes for men extremely popular, espe- 
cially in gray kid. Thirty crepe sole 
models are being shown this season. 
Dark blue kid is showing unusual de- 
mand in women’s shoes. 
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SAW VER'S 
\SKI BOOTS 
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R. J. Sawyer, inc., 2 Main St., Freeport, Me. 
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Employee Contests Spur Sales 


Cuicaco, Int. — Cutler’s believe in 
capitalizing on curent interests and 
popular sports in working out lively 
sales contests among employees. Just 
completed is one based on bowling in 
which scores were recorded on regula- 
tion bowling scoring sheets according 
to the number of shoes sold. Thus a 
man selling four shoes in the sale group 
was awarded a spare on his score and 
aman selling six won a strike. If he sold 
only one or two that was all that count- 
ed on his score. The contest ran for 
10 days equivalent to the ten frames in 
bowling and prizes were awarded at a 
party at the conclusion. 

Another recent popular contest was 
based on the Big Apple. Four barrels 
of apples were purchased for the State 
Street store and each time a man sold 
a shoe in a particular group, he got 
an apple. Some of the men went home 
at night with a dozen or more apples. 
To add to the fun, those who sold no 
shoes or with very low scores were 
made apple polishers and were assigned 
tasks of shining apples for the rest of 
the crowd. 
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Spotlight Ads Build 
College Patronage 


AUSTIN, TEX. — One each week 
Snyder’s Smart Shop, this city, runs 
in the college daily, an advertisement 
containing the reproduction of a large 
spotlight and the caption, “The Spot- 
light Shines On...” Below this is the 
picture of a well known, popular co-ed 
of the college, along with a brief sum- 
mary of the organizations of which she 
is a member, honors received, and other 
identifying phrases. 

Tying in is a second picture of a 
spotlight, this one shining on a special 
offering in shoes featured by the shop. 
Often two types of shoes are featured 
below the co-ed’s picture, sometimes 
only one type, but always the shoe is 
chosen to appeal to the college girl. 

The appeal that the society page 
lends to a local newspaper is incor- 
porated into this type of newspaper 
promotion. 

Newspaper’s files readily supply cuts 
of these popular campus personalities, 
thus eliminating special expense. Per- 
mission for use of a co-ed’s picture is 
usually obtained without difficulty. 

Placing the featured shoe in the same 
class with the campus favorite, raises 
the value of the shoe in the eyes of 
the 9000 college students reached by 
the advertisements. 





Moves to South Bend 


SouTH BEND, IND.—With the removal 
of Selby’s shoe store to their new and 
much larger location at 130 West 
Washington Avenue, A. P. Melanson 
has been named the new manager. Mr. 
Melanson has been with Selby shoes for 
nearly 18 years, coming here from 
Cleveland, Ohio. 





Suggestive Rubber Display 





New York— United States Rubber 
Company is using a floor display of 
unique design, made by Robert Gair 
Company, Inc., for the display of their 

oodyear Glove Brand Rubber Boots 
and Arctics. The design on the floor 
display stand represents a wet, rainy 
day, thus showing the boots in action. 





VANIAN 


perfect leather 


INNERSOLES 


multiply the comfort, 
value, and wearing life 
of any good shoe. 


Specify them on 
your next order! 
® 


Write to us on your letter-head 
and we will send you a set of 
VanTan coasters . . . Useful for 
protecting furniture and card- 
tables from wet glasses. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


Makers of the famous 


LEATHERPLUS 
WATERPROOF OUTERSOLE 


Cag Rag Pg IPN gO I IN gh ty 
What’s New 


Protects Suede Shoes 


New YorK—A new device for pro- 
tecting suede shoes and evening slippers 
has appeared at the notion counters 
and in the shoe departments of several 
of the local department stores. Made 
by the Burson Knitting Co., of Rock- 
ford, Ill., it is called Protek-Shu and 
is a finely-knitted jersey sock which is 
small enough to be rolled up and car- 
ried in a compact ball in the pocketbook 
and strong enough to provide real pro- 
tection for suede shoes worn under 
galoshes. It promises to enjoy a long 
and useful life, for it enables custom- 
ers to wear suede shoes on stormy days 
when formerly they would have been 
afraid to risk the marks of galoshes 
which inevitably would have followed. 
In addition, shoemen can expect a 
longer suede season and can withhold 
or reduce greatly their markdowns on 
suedes. 











Men’s Shop Moved 


PROVIDENCE, R. I.—The Colt Shoe 
Co., Inc., men’s shoe retailers, moved 
to 119 Mathewson Street, where they 
have a more central retail shopping 
location with decided improvement in 
the smartness of the shop. Display win- 
dows and the interior is modern. The 
store is in charge of David Barry. 
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| Our liao development — Diamond Brand Fast 





Color Eyelets with Aluminum barrels — are now 
available to shoe manufacturers in a wide selec- 


tion of standard colors and sizes. 


These new eyelets merit the consideration of 
manufacturer and retailer alike. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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SALESMAN WANTED | 


SALESMAN WANTED 


LINE WANTED 











1—Wis., Minn., lowa. 2—Ind., 


Only experienced 
details including age, experience, earnings, 


THREE SALESMEN 


Leading New York house, with one of the country’s outstandin 
shoes and sandals, will consider additions to sales force in following territories: 


ced road men with following in their respective territory to supple- 
ment ours will be considered. Draw. Acct. to right men. First letter must contain full 


Address F-603, core BOOT & SHOE RECORDER, 239 West 39th Street, New York, N. Y. 


lines of in stock 


Mich. §3—Chicago and vicinity. 


references. 





S*i. Shoe line wanted on commission basis for 
the territory Mountain States and Pacific 

Coast. Dee-Bee Importi: 

facturers’ Representatives, 


. Manu- 
Re iy ma 





BUSINESS OPPORTUNITY 














WANTED 
Salesman for Pennsylvania with established 
trade and experience in selling women's 
rom Bane 2 


. State experience, accounts sold 
and references. 


HANNAHSONS SHOE COMPANY 
HAVERHILL, MASS. 











SALESMEN. to carry as side line, novelty 
toy give-a-ways for children’s shoe stores. 
All territories outside New York City available. 
Excellent toy values. Liberal commissions, Ad- 
dress F-604, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 

















FOR SALE 


C4 most beautiful shoe store. 
i location in trading area of 400,000. 
per. F-564, care Boot & Shoe Recorder, 239 
4 West 39th Street, New York City. 


ENTIRE collection of antique and odd shoes 
from all sections of the World and U. S. 
Floyd G. Frederick, Souderton, Pa. 


' AMILY Shoe Store located within twenty- 
a five miles of New York. Fine location and 
i opportunity; established business features na- 
; tionally advertised lines; suitable for city over 
fifty thousand. Available now or early Spring— 
with or without stock. Owner is landlord. Ad- 
dress F-601, care Boot and Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





























i Manages New Men’s 
Department 


JACKSONVILLE, FLA. — Rosenbloum’s 

men’s shop has secured the services of 

Henry Landers, a Nettleton factory- 

j trained fitter, to operate the shoe de- 

partment in its newluy-remodeled store 

at the corner of Adams and Haynes 

Streets. Mr. Landers comes to Jack- 

sonville from Atlanta, Ga. The re- 

modeled shoe department will handle 

both Nettleton and Freeman shoes for 
men. 


POSITION WANTED 








BUYER 
Boudoir Slippers, S Sandals, 

Rubber Footwear 

Chain Store Experience 
Young man who has twenty years’ mage | 
in shoe business. Thorough knowledge of 
Retail Distribution and Merchandising would 
like connection with large Shoe Chain, Mail 
Order, Syndicate or Specialty nization, 
who will appreciate some one with ability 
and one who knows the Markets. 


Address Box No. F-598, care of 
BOOT AND SHOE RECORDER 











239 West 39th Street, New York City 


A BIG OPPORTUNITY 
FOR 1938 


Operate your own shoe store or de- 
partment. 

Young men with experience and 
fd can open with limited capi- 


Toles established concern will 
assist you to get a satisfactory 
location. 
All correspondence confidential. 
Write Box No. F600 
BOOT & SHOE RECORDER 
1627 Locust St., St. Louis, Mo. 











SHOE BUYER AND MERCHANDISER with 
ten years of experience popular priced shoes. 
Thorough knowledge in up-to-date methods, unit 
and stock controls. Can show profits. Accus- 
tomed to handling large volume. Familiar with 
all shoe markets. Employed at present. Desires 
to make change with responsible firm. Can fur- 

nish the finest references. Address F-602, care 
Boot and Shoe Recorder, 209 S. State St., 

Chicago. 


I WISH to sell my stock in an OLD ESTAB- 
LISHED, WELL KNOWN ——- 
SHOE COMPANY, highest rating, stock 
closely held, COMPANY MAKES. ’ HIGH 
GRADE SHOES, has high grade, established 
trade all over the U. S. JUST PAID A 
DIVIDEND, negotiations treated strictly con- 
fidential. Address F-599, care Boot and Shoe 
Recorder, 209 South State St., Chicago, Il. 





WANTED TO PURCHASE 








WANTED TO PURCHASE 





WE BUY 

lus Wholesale and Retail 
Stocks randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 


Queen i ’ 
tonians, Stetson, Red Cross, Nunn Bush, Bte. 
I R 7 IN RUBIN 

jouse of Jobs”’ 
89 sande st. Cor. Church 
Phone Barclay 71-7887 New York City 


Entire or 8 

















Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shees 
from manufacturers, jebbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5877 and 5378 





Lease Factory 


New BREMEN, OHIO — The Republic 
Shoe Co., headed by W. O. Lucas and 
H. K. Bader, of Portsmouth, Ohio, has 
leased the factory building in Minster, 


near here, and has equipped it with 
modern machinery. Operations are 
scheduled to begin about December 1. 





SHOE STOCKS BOUGHT 
' Complete or Part 
Wholesale or Retail 


BARIS SHOE ogee Inc. 
79-81 READE STREET, NEW YORK, W. Y. 











Telephone WORTH 2-5180, 518! 














Tae When a box number is desired twelve 
qa address should be counted. 





The rate for “Position and Lines Wanted” 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per 
Li ai cierauee wa eal 


CLASSIFIED ADVERTISING RATES 


advertisements is 4 cents per word for all undisplayed advertisements. Mini 


words should be added for the address. 


1 The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
7s” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gj 


word. Minimum charge, - 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





SYNDICATI 


iMhvertising. Somice 


WRITE FOR FREE SAAAPLE 





—If you advertise in newspapers 
write today for free samples of 


. Sterling Shoe Mat Service 


A monthly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 

2. Vincent Edwards Idea Clip- 
ping Service 
Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see, or 


leave the selection to our advertising 
staff. 


Learn Advertising at Home 
Advertising is an interesting study and 
prepares you to w more effective 
letters: to acquire a larger vocabulary: 
to comprehend the sales and merchan- 
an Leon of a business, and to 
efinitely in a position to recom- 
mend business development ideas. 


VINCENT EDWARDS & CO. 


World’s largest advertising service 
organization 


w 
e 


342 Madison Avenue, New York City 

















Red Cross Employees to 
Receive $85,000 Bonus 


CINCINNATI, OHIO—The United 
States Shoe Corporation is again dis- 
tributing a Christmas bonus to each 
and every one of their employees in an 
amount slightly. more than $85,000. 
This announcement was made by the 
United States Shoe Corporation when 
they handed their 49th consecutive pay 
eheck for the year 1937 to their em- 
ployees, Friday afternoon, December 
10th. With this bonus present, an an- 
nouncement to each employee, signed 
by the United States Shoe Corporation, 
was made as follows: 

“To you, whose spirit and loyalty 
have helped to make this a Merry 
Christmas, we extend a hearty hand of 
thanks. Your interest, your fine co- 
operation, your faithful work through- 
out the past year have been an inspira- 
tion to us all. It has helped make Red 
Cross Shoes the wonder of the shoe 
world. We hope that this spirit will 
continue for many happy and pros- 
perous years to come.” 

The United States Shoe Corporation, 
manufacturers of Red Cross Shoes, 
have now increased their production 
past 12,000 pairs daily. Salesmen’s 
reports from every state in the Union 
on advanced Spring sales are the great- 
est in the company’s history. 

With more than 74 per cent of the 
total volume already sold for Spring, 
1938, advance sales show a 48.7 per 
cent increase over Spring sales for 
1987, and according to the present out- 
look, there will be steady employment 
for the first six months of 1938. 








For Spats and 
Shoe Ornaments 


Also our newest patent 
sipper spat. 


M ANOLIS 
Beatnetrins cemnany. 


N 
Chieago, Ill. Side Line 
Salesmen Waated. 















Oldest Shoeman to Celebrate 
89th Birthday 


RocHEsTer, N. Y.—Douglas A. King, 
traveling salesman, will celebrate his 
89th birthday shortly. Having long 
been connected with the shoe industry, 
Mr. Douglas is one of the oldest living 
shoe men. Although totally blind, he 
is well known to the shoe trade. He 
started in the shoe business as a travel- 
ing salesman for Dodge Brothers of 
Newburyport, Mass. For a number of 
years he worked for other shoe manu- 
facturers in the New England states. 
Later he moved to Rochester where he 
sold shoes for Wright & Peters Co. 
He is known as an excellent marksman, 


‘having won many trophies when he be- 


longed to the Rochester Rifle Range. 


Gift Promotion for 
Juvenile Customers 


MIAMI, Fia. — According to the 
Loraine Children’s Bootery there is no 
need for a good children’s shoe shop to 
do much promotional work other than 
the following up of a mailing list and 
paying special heed to the correct fit- 
ting of every child. That will build 
up a reputation and create volume. This 
concern operates three shops, the main 
shop in Miami, a department in Fairy- 
land, a very popular children’s shop on 
Lincoln Road, Miami Beach, and the 
children’s shoe department in Yowell- 
Dun Company, Orlando. 

Plans now under way for Christmas 
promotion at the Orlando shop include 
a tree with tagged packages of candy, 
nuts and a small toy. Every child buy- 
ing shoes is allowed to take a package 
from the tree when the clerk will sign 
the card which reads “Merry Christmas 
Ue sirens ers Sally Jones, clerk.” This 
gives a personal touch to the gift which 
makes it more important to the child. 

Through the birthday record which 
is kept of each young customer, direct 
contact is made with the child. A card 
invites him to come in and get a gift, 
while the mother is told that presenta- 
tion of that card at the time of the next 
purchase will entitle her to a 10 per 
cent discount. 

Bedroom slippers are a big item for 
holiday trading. The zipper type is 
most popular in sizes up to 12; red and 
blue are the best colors. 





C. H. DANIELS MOULDABLE ARCHES 
(Patents applied for and pending) 
It’s a featherweight PLASTIC — 


“No 
Metal.” The Foot Does the Moulding. 
Made in all sizes, men’s and women’s, 
narrow and medium widths. 
“META-MOLD”—a modified appliance 
adaptable for fitting foot to shoe, with 
adjustable arch feature. 

Retail Price Price Per 


Per Pair Dozen Pairs 
ea sauning Meta- 


rer Cr re $1.00 $6.00 
#116—Mouldable longi- 
tudinal arch with 
— Meta- 

.. rrr 1.00 6.00 
#117—Mouldabie longi- 
tudinal arch and 
Metatarsal — 2 

TE. ceccseecees 1.00 6.00 


“HIGH- ee eee i "gee 
special elevations and wed, 
#216—Mouldable longi- 
tudinal arch with 
Fam papain Meta- 


ES i060 ¢a.66:0 2.00 12.00 
#e17—Mouldable longi- 
tudinal arch and 
Metatarsal — 2 

Ce eesenésvewe 2.00 12.00 

#218—Metatarsal Bar .. 2.00 12.00 
#219—Mouldable inside 
heel wedge with 
— Meta- 

2.00 12.00 
#220—Mouldable outside 
heel wedge with 
adjustable Meta- 

tarsal .....+6-.. 2.00 12.00 


DANIELS SHOE PRODUCTS 
PORT CHESTER, NEW YORK 





{Salesmen wanted for some territories) 





Large Stock Advantageous 


BarRABoo, W1s.—M. H. Schey, owner 
of Schey’s Shoe Store, this year is 
celebrating his 34th year in business 
in this city. He has the distinction of 
having one of the largest shoe stocks 
in town, having stocked 5569 pairs of 
shoes, 2369 pairs of rubbers and 368 
pairs of hosiery this Fall. This large 
stock has brought much business from 
nearby towns. People prefer to buy 
at his store, for they feel confident that 
they can get what they want. 

Mr. Schey manages to turn his stock 
three times a year. 





M. E. Newton Opens 


Men’s Store 


SANTA BARBARA, CALIF.—M. E. New- 
ton, whose headquarters are in the 
leased shoe department in the Great 
Wardrobe, this city, has opened a men’s 
shoe store in the former location of the 
Hamilton Shoe Store in San Francisco. 
Jarman and Parmore-Barnes shoes are 
carried. The latter make shoes come 
from Northampton, England. Mr. New- 
ton has two leased men’s shoe depart- 
ments in San Diego, as well as an ex- 
clusive men’s shoe store in the Sprec- 
kles Building in that city. 
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Holiday Shopping Crowds 
Larger 


MILWAUKEE, Wis.—Indications of a 
brisk holiday business is seen by the 
report from local merchants that shop- 
ping crowds on November 27, the first 
big Saturday of the Christmas buying 
season, were from 10 to 15 per cent 
greater than those for the same day 
last year. 

State industrial commission figures 
show that employment in retail trade 
increased 2.7 per cent in October over 
September with payrolls boosted by 2.8 
per cent. For the same period whole- 
sale trade employment increased 0.2 
per cent with payrolls jumping 3.1 per 
cent from September 15 to October 15. 

In Milwaukee, although employment 
slipped 0.8 per cent during this period, 
according to reports from 459 plants in 
this area, the average weekly earnings 
of factory workers were $29.09 com- 
pared with $27.65 in September and 
$29.03 in September of 1929. 

State employment, according to the 
commission’s figures, was 12 per cent 
larger than in the September 15-Oc- 
tober 15 period in 1936 and payrolls 
21.6 per cent higher. Despite the slight 
drop in employment in Milwaukee 
plants for the October period over the 
September period of this year, the fig- 
ures showed that employment was still 
9 per cent higher than in the same 
period of 1936. 





Minor Purchases Zinner Store 


Dayton, OnI0— Larry Minor, who 
operates Minor’s Shoes in Columbus 
and Dayton, has bought the Zinner’s 
Bootery, 1004 Central Avenue, Middle- 
town, and he plans to completely re- 
model the establishment and put in a 
complete new stock. Men’s and chil- 
dren’s shoes, which are not carried by 
the Columbus and Dayton stores, will 
be included in the new store. 

A new store front, fixtures, light- 
ing and ceiling will be installed and the 
store transformed into a modern busi- 
ness place. At present a sale is be- 
ing conducted of the stock on hand 
which will be continued until Christ- 
mas when the store will be closed to 
permit remodeling. It is expected it 
will be reopened about the middle of 
January. 

Mrs. K. E. Willingham, formerly 
with the Dayton store, is now in charge 
of the new unit. 


Shoe Tongues in School Colors 


MILWAUKEE, WIs.—The Boston Store 
is presenting in its Collegienne shop, 
shoe tongues in high school colors, each 
bearing a choice of initials of the four- 
teen local high schools These are worn 
by students laced to their oxfords. The 
tongues are offered in school colors at 
15 cents per pair. The store.has copy- 
righted the name “Flaps,” under which 
the tongues are advertised. 
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HINK of your opportunities with a line 
like this! More than sixty in-stock shoes, 
all high-grade welts, outstanding styles, all- 
leather quality, retailing starting at $5.00 
.and now to the 100% salability of 
Catone i is added the style prestige and 
salesmaking force of Saturday Evening Post 
and Collier’s...reaching about five and one- 
half million good Uptown prospects. 


Assure your store of volume selling and 


of the family wet ol profit making in 1938 by tieing-in now 
for every we nbersiar Brand ° h U Th 9 h di 
Hear Set ee aes) with Uptowns. They’re the outstanding 
gaily ire, wee oF POT buy of the year. 
st 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shces. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 

















their year-long task of making shoes, to wish you one and all 


the 


Minit GrisBuatr 


and the happiest, and most 


ACLS View Gear” 


you have ever known. 

















MOTHER Yows 





Mother knows the importance of FLEXIBILITY in her 


own shoes. Foot health and foot comfort depend up- 





on it and she is right in demanding it for her children. 


Selection of proper materials is essential and the 
method of construction must be right. LITTLEWAY 
and UCO LOCKSTITCH shoes provide two sure 
and practical ways of securing the flexibility and 


comfort required by young and active feet. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 

















ait 
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<apaizilogs 


@A New and Different Line of 
High Style Dress Footwear 


@ Attractive Surface Textures 
made by special Patented 
Process 


@ Designed for the consumer 
who wants Ultra Smart Style 


@ Priced to provide an oppor- 
tunity for Real Profits 


@ Styles for Men, Women and 
Children 


WOMEN'S TALON MODEL 





Hood FEATURES Sell People the First Time 


-Hieeb— 
Hood QUALITY Brings them back... 





HOOD RUBBER COMPANY, INC., WATERTOWN, MASS. 


Branches at: Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New Orleans, La.; 
New York, N. Y.; Philadelphia, Pa.; Pittsburgh, Pa.; Providence, R. 1.; St. Louis, Mo.; Salt Lake City, Utah; 


San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 
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julian Kokenge Co., 

Addresses Tuesday Noon 

Meeting— Are We Coming 
or Going?” 
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1937 


Dale Carne ie 


day 
“How to 


Chester E. WwW 
ni 


Michael Murphy, Krupp & 
Tuffly, '" Chief of Staff Chief © 
Planning — Sales Expense 


—Sales 
Promotion Clinic. 


agement — 
Clinic. 





Northwestem 
f Staff—Store Man 
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The V-Neck Throat is a Pat- 
ented Exclusive Red Cross 
Feature, Patent No. 106644 






welcome innovation in shoe design. 
An exclusive Red Cross Feature—the V-neck 
Pump in Ohio's No. 702 Blue Kozy Calf is 
highly correct for spring. 

Pre-sold with this background, theyll be re- 
sold for the same reasons. Everything that 
makes an outstanding Spring Hit is here. 
The Exclusive Feature, the Accepted Name, 
the Popular Color and Texture. Write for 
samples of Kozy Calf and other 


‘Z, ~ v 
ad 


A COMPLETE SERVICE IN FINE CALF LEATHERS 
THE CHICO LEATHER COMPANY* GIRARD, OnIO0 







HOfY CALE 
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The Leather 






by Ohio 


The Red Cross V-Neck Pum 
is an Exclusive Patented Sell- 


ing Feature. This unique 
construction eliminates two 
common faults: "gapping" 
and "biting." It is carried 
In-Stock by The United 
States Shoe Corporation, 
Cincinnati, Ohio. 





BY//OHIO 














